


The Unified Retailers’ Code! 


S we go to press, a general retailers’ code 
A conference is being held in Washing- 
ton. This may lead to public announce- 
ment of a final open hearing on the Unified 
Retailers’ Code. From reliable sources at 
Washington, HARDWARE AGE learns that 
the following conditions will be embodied in 
the retail code: 40 hour work-week; minimum 
wage scale 35 cents per hour and no full time 
employees under 16 years of age. 


In preparation for this Washington confer- 
ence, officials of several national retail organi- 
zations met with the officers of the National 
Retail Dry Goods Association in New York 
City to discuss the formation of a Unified 
Retailers’ Code. As reported in the July 6 issue 
of HARDWARE AGE, this code will be based 
very largely on the tentative code made public 
by the Dry Goods Association two weeks ago. 


If approved at Washington under the Na- 
tional Recovery Act, this Unified Code will 
embrace every major retail field, establishing 
maximum working hours, minimum wages and 
general practices of fair competition. 


A Unified Retailers’ Code is in accord with 
the objectives of General Johnson, who has 
said that single codes should cover as many 
groups as possible. It has the further advan- 
tage of giving all retailers a parity, which they 
could not expect to enjoy if each retail group 
attempted an individual code. 


The Dry Goods Association is to be con- 
gratulated for leading the way to a Unified 
Retailers’ Code. Dominated by large depart- 
ment store interests, this Association will prob- 
ably have to concede more points or selfish 
preferences than any other retail group co- 
operating. At the same time, department stores 
have been responsible for many of the uneco- 
nomic practices in retailing, which the new law 
seeks to correct. The National Retail Hard- 


ware Association and the other national 
retail bodies cooperating with the Dry 
Goods Association, are to be commended for 
their willingness to participate in a single retail 
code. The single code for all retailers is in the 
best interests of the entire country. 


A natural inquiry concerns the place of the 
chain store under a general retailers’ code. We 
are asked, Will they be permitted special privi- 
leges? A separate code? Exception to a gen- 
eral code? At this juncture these questions 
cannot be answered authoritatively. However, 
in the broad retail picture, chain stores repre- 
sent a minority and presumably can be forced 
into line if the Administration approves the 
code under discussion. Chain stores and other 
minorities will, of course, be permitted a fair 
hearing prior to final approval of the code. If 
they have any just claims, these will be con- 
sidered by Government officials. Chain store 
officials have been widely quoted as welcoming 
the Unified Retailers’ Code program. This 
comes as a surprise to many independent re- 
tailers whose first hand experience is that chain 
store groups are guilty of the very abuses the 
new law and the proposed cqde will eliminate. 


It is known that certain chain groups have 
appealed to manufacturers for help, believing 
that codes may force them (the chains) to buy 
through wholesalers. No such clause has 
appeared in any code we have seen. A chain 
store is a retail business and should be con- 
sidered as such. Enforced maximum working 
hours in conjunction with minimum wages in 
all retail stores will, of course, seriously affect 
many chain store operators who have paid 
abominably low wages in order to sell their 
goods at low prices. It is likely that low wages 
have been a bigger factor in chain store price 
cutting than their alleged purchasing advan- 


tages. 
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GOOD LUCK 
Jar Rubbers 


Sell on Sight 


Quality plus national ad- 
vertising every year for 23 
years have made Good 
Luck Jar Rubbers favor- 
ably known to millions of 
women so that today Good 


Luck Jar Rubbers sell on 
sight. 


For years housewives have 
bought more Good Luck 
Jar Rubbers than any other 
kind. Today, Good Luck 
Jar Rubbers are the biggest 
sellers in the world. 


A standard product at a 
standard price. A product 
that means a large profit 
and more repeat business 
for every merchant. 


Stock Good Luck Jar Rub- 
bers early and feature them 
regularly. 


GOOD LUCK 
Jar Rubbers 


BOSTON WOVEN HOSE & RUBBER CO. 
Cambridge, Mass. 
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Remington, 
. PALMA MATCH 


SWEEPS EASTERN SMALL- 
BORE COMPETITIONS 
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Te Sea Girt shoot is recognized as the most important small-bore event of the 
. year. It draws shooters from all over the East and middle West. This year there were 140 
. entries in the 18 rifle matches. One hundred of them, including every winning shooter, 
placed their dependence upon Palma Match or Palma Hi-Speed ammunition. No such 
clean sweep was ever made before by any ammunition, although Kleanbore and Palma 
Match always account for most of the winners. 

High winds put the ammunition to a severe test this year, and those who used 
ammunition less accurate than Remington simply could not come through. 

Rifle shooters throughout the country were eagerly awaiting the results of this shoot. 
They know the story by now. After this impressive evidence of the superior accuracy of 
Remington .22’s it will be harder than ever before to sell anything but Kleanbore or Palma 
Match. WISE DEALERS WILL TAKE THE ROAD TO EASY SALES AND PUSH THEM. 


REMINGTON ARMS COMPANY, Inc. 
BRIDGEPORT, CONN. 


i Originators and Sole Manufacturers of KLEANBORE Ammunition 
indienne 
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PLASTIC WOOD 


REG. U.S. PAT. OFF. 


is the brand of cellulose fibre filler sold by The 

A. S. Boyle Company, Cincinnati, Ohio... 

Cellulose fibre filler is protected by the 
Griffiths Patent 1,838,618. 


On November 17, 1923, the application of the 
Griffiths Patent covering Cellulose Fibre Filler 
was filed. On December 29, 1931, the U. S. 
Patent Office granted Patent No. 1,838,618. 


Prior to the issuance of this patent, the 
market was flooded with infringements which 


we were helpless to stop. Since the grant of 
the patent, we have brought three suits in 
each of which the infringer has been en- 
joined and ordered to pay damages. The 
fourth suit was settled by the defendant ac- 
knowledging the validity of the patent and 
paying damages. 


WARNING?! 


We Intend to Prosecute Infringers 
of the Griffiths Patent to the 


FULL LIMIT OF THE LAW 


This announcement is a warning to the trade 
that the manufacture or sale of any wood-base 
putty containing a nitro-cellulose solvent and 
wood flour, or their equivalents, is an in- 
fringement of this patent. 


We hereby warn any manufacturer, whole- 
saler, retailer or consumer against manufac- 
turing, purchasing, selling or using any 


compound that infringes this patent. We have 


THE A.S. BOYLE COMPANY, CINCINNATI, OHIO 
Sole Makers of 


PLASTIC 





instructed our attorneys to take whatever 
legal procedure may be necessary to protect 


our rights. 
Vv 


The Griffiths Patent is owned by The A. S. 
Boyle Company who are also the sole manu- 
facturers of “Plastic Wood” (Trade-mark re- 
gistered U.S. Patent Office). If you use the 
“Plastic Wood” brand you are legally safe. 
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“We are selling 
more Pyrex than 
we ever did, even 
inthe prosperous 
years...” 


say Flat River Hardware & 
Farniture Co., of Flat River, Mo. 


No wonder 
they push 


PYREX 
OVENWARE 


IMES may be tough, but not 
for Pyrex Ovenware dealers, as 
this letter, from the Flat River 
Hardware & Furniture Co., shows. 
“We want to take this opportunity 
to express our appreciation of the 
recent price reductions on Pyrex 
Ovenware. 

“We are selling more Pyrex Ware 
than we ever did, even in the pros- 
perous years. 

“Tt is our opinion that if all manu- 
facturers of high-grade products 
would follow your lead it would help 
the situation wonderfully.” 

Thousands of other dealers, too, find 
Pyrex Ovenware a bright ray in a dull 
sales picture. Many letters from the field 
tell us of records made and broken, of 
sales doubled . . . trebled and even more 

. since Pyrex Ovenware prices were 
slashed as much as %. 


An Item Worth Pushing 


It is a significant fact that dealers report- 
ing most sales of Pyrex Ovenware are 





those who are giving it real merchandis- 
ing support. 

These dealers are ‘localizing’ Pyrex 
Ovenware national advertising to their 
own stores by backing it up with their 
own advertising. They find that circulars 
to their customers . . . an advertisement 
or two in the local newspaper . . . a promi- 
nent display of Pyrex Ovenware in their 
windows... work sales wonders. 

Even more people want Pyrex Oven- 
ware at the new prices. These dealers are 
making sure their customers know exact- 
ly where to get it. 


A Real Staple 


Pyrex Ovenware has stepped out of the 
semi-luxury class to become a real, fast- 
selling staple. 

Even today’s condensed budgets now 
allow complete stocks of Pyrex Ovenware 
in millions of homes. The remarkable 
sales records being made bear this out. 

It will pay you to display Pyrex Oven- 
ware in your store. It will pay you more 
to give it a real push. 


PYREX OVENWARE 


‘‘Pyrex’’ is the registered trade-mark of Corning Glass Works and indicates their brand of resistant glass. 


CORNING GLASS WORKS ° 
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BY THE WAY... 


I was in a machine shop the other day and noticed a mechanic 
trying to cut down a steel shaft with a piece of Emery Cloth—a hard, 


- 


Asked why he did not use Aluminous Oxide 

Cloth, which would do three times the work in 

(GEE) g (Siro half the time, he said, ‘““What is Aluminous 
i , = Oxide?” 

I told him, and he then remarked, ‘“‘It’s a 


wonder my hardware dealer hasn't told me 
about this!”’ 


slow job. 


It certainly is a wonder to me that hardware 


dealers let this very profitable metal-cutting 


cloth business pass around them to the mill 
supply jobber or to the manufacturer, when they could easily enough 
get most of it by simply asking their local shop-men for the trade— 
first having acquired, of course, enough knowledge of the various 
shop abrasives to sell them. 

I will gladly send our booklet, ‘‘Coated Abrasive Materials,’’ and 
our © Trade-Name Identification Card,” to anyone 
who writes for it—together they tell the whole 
story about Abrasive Papers and Cloths. They're 


free, of course. 








E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of: 


CLOVER MANUFACTURING COMPANY Green-Stripe Sandpaper. 
Red-Stripe Turkish Emery Cloth—for polishing. 


NORWALK, CONN,, Us. Ss. A, Yellow-Stripe Aluminous Oxide Cloth—for cut- 


ting hard metals. The universal shop abrasive. 














SANDPAPERS Orange-Stripe Garnet Paper—for wood-working. 
Orange-Stripe Garnet Cloth. 
METAL-CUTTING PAPERS AND CLOTHS Clover Grease-Mixed Grinding Compound. 


WOOD-WORKING PAPERS AND CLOTHS Clover Water-Mixed Valve-Grinding Compound. 


Name 


CLOVER GRINDING AND LAPPING COMPOUNDS prem 





























Character of business 
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There's no 
‘fall slump 


for FLOREN 
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Everything points UP! People are buying — spreading 
out. Mary and her husband have taken an apartment — 
the Smiths have moved to the suburbs. “Double-up” days 
are passing. 

New furniture, furnishings, stoves and heaters will be 
bought this fall by millions of families who have decided to 
spread out and fix up. They’ve been cooped up in one or 
two rooms long enough. They’re ready, now, to live in 
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KEEP YOUR SEAT! 
THEY'RE GONNA PLAY 
A DOUBLE HEADER! 









a Ee 
E DEALERS! 


Business is better. Nothing suc- 
ceeds like success. People are 
buying — now is the time to sell. 
And it’s easy to sell the Florence 
line because it stays sold. 


ocr NOV DEC 


every room — to live in warmth and comfort this 
fall and winter. . 

And Florence has the line they buy — at prices 
they’re glad to pay. Heaters for every need and purse 
— range burners that transform a kitchen stove or 
coal-burning parlor heater into a modern oil burner: 
safe, clean, economical. Oil ranges, oil stoves, gas 
ranges, oil-burning water heaters —a complete line 
with new features, modern finishes; and all backed by 
a reputation that ranks high in public esteem, a 
guarantee that means something, endorsements that 
count — and a liberal dealer policy that says, “live 
and let live.” 

Keep your eye on Florence. Stick around — we’re 
going to play a double header! Florence Stove Com- 
pany, Gardner, Mass. 





IT'S GOOD 
BUSINESS 


~] 





Here's Your Chance 
to Make Linseed Oil 


PROFITS 


Kello e's Linseed Oil 








in Sealed Containers 


Features of the KELLOGG 


5-Gallon Sealed Pail 


ms OO(--Vale ool tb atale Ms oleltt a 


Sealed opening prevents 
substitution. 

Cover is affixed so that it 
vor b abate} am ol Wb d-secloh'a-te MR al sae 
out showing that it has 
been tampered with. After 
emptying, you can re- 
move it with a screw- 
driver and make further 
use of the pail 


Strong wire bail 
Wooden handle makes it 


easy to carry when full. 


Recessed top and bottom 
for convenient stacking 
in stock 


Rubber gasket under lid 
prevents leaks. 


Especially well construc- 


ted of strong materials 
Attractive and useful 
When emptied, you will 
find it ideal for mixing 
paints 
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SPENCER KELLOGG & SONS. IW 


GENERA 











KELLOGG’'S new sealed 5-gallon container gives the retail 
linseed oil business a new lease on life. 

As until now linseed oil has been a highly-competitive bulk 
item, you have probably been handling it simply as a conven- 
ience for the customer... without profit. 

Hundreds of paint merchants know that Kellogg's Improved 
Boiled Linseed Oil is a really superior product... that it is 
preferred by a large majority of master painters... that it is 
worth a premium price. 

Now, in the new sealed pail, Improved Boiled is definitely 
marked as a superior specialty; becomes a greater value than 
ever for the painter. And for you, as a merchant, it removes 
linseed oil from the non-profit class. 

This package protects the consumer from inferior linseed 
oil substitutes and insures the purity of Kellogg's Linseed Oils 
from the crushers to him. Attractive and sturdy, the pail itself is 
useful and valuable. 

Accept this invitation to make linseed oil profits. Put Kellogg's 
Improved Boiled in stock in 5-gallon Sealed Pails. Offer it for 
sale at a mark-up that will bring you a fair profit. You'll find 
that your sales will INCREASE. Call our local representative 
or write at once for full particulars. 


SPENCER KELLOGG AND SONS SALES CORP’N 
Special Oils Department BUFFALO, N. Y. 





KELLOGG'S 
Raw Linseed Improved Boiled 
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AMERICAN STEEL & WIRE COMPANY 


S-VETO} ANE 
EXPANDING ANCHOR 
END & CORNER 
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- National Expanding 
~ Anchor, Dirt Set, End 


and Corner Posts 














GIVING THE PROFESSIONAL TOUCH 





TO THE FINISHED JOB 








Ne. 485 Ornamental Hinge 





IRST-CLASS workmanship should not be 

desecrated with shoddy hardware. The utility 
and the service which follow the installation of 
quality hardware place on completed work the 
final stamp of satisfaction. 


National 
CABINET SETS AND HINGES 


represent not only beauty and finish but prac 
tical designs as well to adequately fulfill every 
requirement for this type of merchandise. 


The cabinet sets are complete in every detail 
for first-class installation. Hardware of this 
caliber is a pleasure to stock and to recommend 
to trade appreciative of the best. 


If you are not now carrying these National 
products, write today for sales representation. 
National hardware is sold direct to 


the retail dealer—a policy that 
promotes quality, service and direct 


selling cooperation. 





No. 719R Cabinet Door Set 


No. 719S Same as above except catch . 
is designed for surface door No. 487 Offset Ornamental Hinge 








NATIONAL MANUFACTURING COMPANY, Sterling, Illinois 
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Help Yourself to Profits 
with the New Canning lime Helper 
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EXTRACTS JUICES 
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RICES POTATOES 














Improved 


Rounded Bottom 
For Longer W 











No. 957g) Special $7.19 dozen 


Slightly higher South and West 


Packed 3 in a Corrugated Carton. Shipping Weight 30 lbs. per dozen. 
ATTRACTIVE PRICE CARD IN EACH CARTON 

















Buy VIKO from Your Jobber 


Every Piece Guaranteed 


ALUMINUM GOODS MFG. CO.,Manitowoc, Wis. Also makers of COMET the Popular Aluminum 
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A REGULAR FEATURE 
OF HARDWARE AGE 





Interpreting for hardware 
men, such basic factors as 
crop outlook, freight car 
loadings, circulation of 
money, building progress, 
employment, etc., and 
dealing with specific price 
trends, demand for mer- 
chandise, shortages and 
future outlook as reflected 
by the study of the na- 
tional hardware market 
situation. 











Higher prices on nails, barbed 
wire and fence staples, were announced 
July 1 by the American Steel & Wire 
Co. Prices are up 25 cents per 100 Ib. 
from the basis ruling since last Feb- 
ruary. Other mills have promptly fol- 
lowed the advance, which places wire 
nails to the retailer—less than carload 
—f.o.b. Pittsburgh or Cleveland at 
$2.40 base, and f.o.b. Chicago at $2.45 
base. The new prices permit contract- 
ing for specifications received in time 
to complete shipment by Sept. 30, and 
the recent practice of limiting quota- 
tions to 15 days was abrogated. 

* * * 7 


Smooth fence wire, both bright 
and galvanized is unchanged from the 
February pricing, and is therefore the 
only major exception to the recent in- 
crease. The relationship in price be- 
tween nails and wire is now more nearly 
normal—nail values having been par- 
ticularly hard hit by competition and 
depressed demand. 

* * * 

Woven wire field fence prices 
were raised July first $5 per ton, aver- 
aging 5 to 74% per cent—and rein- 
stating the schedules effective prior to 
February. Steel fence posts, lawn fence 
and gates, and the lighter weight poul- 
try fencings have not yet advanced, but 
there is general expectation of higher 
quotations soon on these groups. 

* * * 

Single loop bale ties, which took 
a sharp decline as recently as May 19, 
were put up $6 per ton on July 1. Man- 
ufacturers comment that the new basis 
is still unprofitably low, and must be 
further raised when new wage scales 
are effective. 

* * * 

Many adjustments in steel prices 
are still awaiting the completion of the 
steel industry’s basic code of competi- 
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ow’s ne Hardware Business? 


With Which is Combined 


BUSINESS 
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tion, which has been in the making for 
several weeks. The President has urged 
prompt completion of this important 
job, and announcement is expected at 
any time. The only major code ap- 
proved at this writing has been that 
covering cotton textiles. 

* & *& 

The steel industry, with the oil, 
coal, and automobile industries, em- 
ploys an estimated 75 per cent of 
American workers, and from the be- 
ginning the President’s chief aim, and 
that of General Johnson, has been to 
get these four largest groups under the 
federal codes. They feel that two or 
three million jobs can be created by 
adjusting maximum working hours for 
these industries alone. 

* & *& 

Welded steel pipe and tubular 
goods were advanced on July 1 by the 
National Tube Co. and other producers. 
The change has been sufficient to wipe 
out the 10 per cent general decline of 
March 29, and to place the new sched- 
ules on leading sizes about 5 per cent 
above the pre-March level. 

* % *& 

Chain manufacturers sent out a 
new schedule of prices on all types of 
chain, welded and weldless, effective 
July 1, and for delivery not later than 
Aug. 15. All special price concessions 
have been withdrawn, and the present 
announcement is intended to place all 
buyers on a firm basis. The demand for 
chain has increased heavily during re- 
cent weeks, and there is indication that 
prices will be advanced again by per- 
haps Aug. 15. 

* & *& 

Cut nails advanced by Reading 
Iron Co. and other leading makers who 
have issued a new price list, showing 
an advance to carload buyers of 15 
cents per keg. Less carloads are un- 


changed, making the differential for 
small lots now 25 cents per keg below 
carloads. 

* & * 

Prices on all alarm clocks, clock 
watches and electric clocks of all kinds 
manufactured by the New Haven Clock 
Company have been advanced 10 to 15 
per cent, effective July 10. This advance 
is expected to spread to all the other 
principal makers of clocks throughout 
the country. 

* * 

American Fork and Hoe Co. is- 
sued on July 1 an advance of 10 per 
cent on all second and third quality 
and Panther grade steel goods—forks, 
hoes and rakes. First quality lines are 
not changed at this time, and differen- 
tials between the best and the competi- 
tion grades are thus restored to a closer 
relation. The current advanced prices 
are for prompt shipments only and are 
effective until the complete schedules 
for the 1934 season shall be announced. 
At that time, further and more general 
advances are considered likely. 

* * * 

Lead pipe and sheet lead, with 
other staple lead products, were in- 
creased in price one-quarter cent per 
pound on July 5 by the National Lead 
Co. and others, and another one-quarter 
cent raise was made on July 10. Pig 
lead demand has increased sharply, and 
from July 1 to July 10, three advances 
of 10 cents per 100 lb. each were made 
by the leading producer. Lead traps 
and bends, also roofing flanges and lead 
washers, have recently had correspond- 
ing mark-up by the National Lead Co. 

* & * 

Paint costs are affected by the 
lead situation. Manufacturers of lead 
oxides issued new price cards effective 
July 5, advancing prices one-quarter 
cent per pound to the following basis 
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in barrels; litharage 6.75 cents, dry red 
lead 7.75 cents, orange mineral 10.25 
cents to 11.50 cents. Linseed oil is con- 
tinuing to advance by rapid stages, and 
turpentine is soaring, advancing 9 cents 
per gallon at one jump recently. 

* & & 


Shellac is steadily mounting in 
price by mark-ups of 5 cents per gallon, 
sometimes 10 cents per gallon at a 
time. Cold water dry paste, used by 
paper hangers, also as an asbestos pipe 
covering paste, has had several sharp 
advances, owing to the demand from 
brewers for the raw materials that go 
into this product. 

On prepared roofings and 
shingles, effective July 7, all leading 
manufacturers concurred in the fourth 
advance which has been made on these 
lines since mid-April. Some of the lead- 
ing items affected by the current change 
are 87 |b. slated roll roofings, up 7 cents 
per square, 75 lb. slated rolls, up 10 
cents per square, and competition qual- 
ity tale or smooth surfaced roofings, 
up 7 cents per square. Deadening felt 
has also advanced $2.25 per ton. 

* * * 


Western manufacturers of stove 
pipe and elbows have announced new 
L.C.L. dealer schedules, effective July 
10, advancing stove pipe, all gages, 50 
cents per 100 joints, and elbows 10 
cents per dozen. An advance of $1 per 
100 joints was made on polished stove 
pipe. The same manufacturers group 
has changed the standard selling sizes 
of galvanized furnace pipe and elbows 
from the previous ruling 70 per cent 
discount to 66 2/3 per cent off lists, 
a rise of approximately 11 per cent. 

* * * 


The Filshie Lead Head Nail 
Company, on July 1, advanced prices 
50 cents per 100 lb., and a few days 
later the Dickson Weatherproof Nail 
Company announced new schedules to 
take effect July 15, advancing Dickson 
compressed lead head roofing nails 50 
cents per 100 Ib. keg. 


* * * 


The scheduled change on spring- 
lock washers went into effect July 1, 
with the adoption of new list prices 
materially lower than the old lists, but 
with a complete change in the discount 
quotations. The net result is a rise, with 
few exceptions, of approximately 25 per 
cent. The extras for small packages 
are now 20 per cent on packages of 
100 to 1000 washers, and 40 per cent 
on packages of less than 100. 

* as * 


The Malin & Company, by a new 
discount sheet effective July 1, advanced 
copper and brass spooled and coil wires 
11 to 14 per cent, retail dealers’ dis- 
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play wire assortments 5 per cent, and 
“tencenter” spools and refills 5 to 7 
per cent. 

* * * 


Cast anvils have gone up. New 
sheets by several leading makers show 
net lists and a revised discount, with a 
general rise, ranging from 5 per cent 
on the heavier sizes, to as much as 60 
per cent on the lightest weights. Jack 
screws have increased a further 10 
per cent, covering all sizes. 

* * * 


Miscellaneous iron rivets have 
taken a recent market advance of about 
5 per cent. Quarterly contracts are not 
offered, as previously customary, and 
the way is left open for further changes 
without notice. 

* * * 

Manufacturers of heavy steel 
rivets announced an advance of 25 cents 
per 100 lb. effective at once for July 
shipment only. Prices of bolts and nuts 
have been reaffirmed for July delivery 
only, on the advanced costs recently put 
out, and it is the accepted intention 
of the manufacturers to carry prices 
higher when new steel and labor scales 
are settled. 

* & * 

An advance of 10 per cent on 
hot galvanized machine bolts and tire 
bolts also is announced. Elevator and 
step bolts have been increased to a dis- 
count basis 10 per cent above carriage 
and machine bolts—effective for July 
shipment only. 

* * * 


Taps and soles, and general 
leather findings, have increased in 
price, thus far, about 30 per cent, which 
is of course only a part-way step as 
compared to the soaring prices of 
leather, and particularly of hides. The 
recently popular 10 cent sole specials 
are now forced to a 15 cent retail level. 

* * * 


Prices on all paper and paper 
products have been increasing rapidly. 
A Chicago wholesale paper distributor 
states that in the last 60 days, prices of 
about 85 per cent of the products it 
handles have advanced an average of 
about 15 per cent. Another concern 
stated that prices of the cheaper grades 
of sulphite papers have advanced from 
30 to 50 per cent within the 60 day 
period. They further advise that old 
paper stock—used in the manufacture 
of cheap grades of paper—which some 
weeks ago sold at $8 a ton is now bring- 
ing $18 a ton. Pulp wood producers are 
holding their products at higher prices 
than for a long time. 

* *& * 


In household sundries, announce- 
ments are made that cotton mops are 
marked up one cent per pound, with a 


further rise of at least the same amount 

expected very shortly. Three leading 

manufacturers of strainers have 

advanced quotations from 5 per cent, 

on some items, to 15 per cent on others. 
* * * 


Miscellaneous builders’ hard- 
ware was further advanced on July 1. 
about 10 per cent, and prices on 
drapery hardware, curtain rods, picture 
hooks, and the like, were raised 10 to 
15 per cent. 

x & * 

Cast soil pipe and fittings are 
quoted at a new scredule about 15 per 
cent higher. Sash weights, affected by 
the rapid rise in scrap quotations, are 
up from $1 to as much as $3 per ton, 
depending upon the source of the quo- 
tation. 

* * * 

Insecticides have been affected 
sharply by the rise in metals, par- 
ticularly copper and lead. Paris green 
has recently advanced two cents per 
pound, and is due to go further. Makers 
have generally withdrawn prices on 
arsenate of lead and calcium arsenate, 
pending more settled values. 

* * * 


Recent market on copper metal 
has reached 9 cents per pound, up 4 
cents since April 1. Copper and brass 
sheets and wire have necessarily fol- 
lowed—the July 5 mark-up in the 
copper wire base, for example, being 
one-half cent per pound. Both bare and 
insulated wires are affected, and lamp 
cord and armored cable are still rising. 

* * * 


Landers, Frary & Clark, and 
Westinghouse, have mailed new price 
lists on electrical appliances to dis- 
tributors, effective July 15. Increases 
range from 10 to 20 per cent. Jobbers 
say that an advance is indicated at an 
early date on all types of dry batteries 
such as*cell, multiple, flashlight and 
radio B batteries. Definite schedules 
had not been received at this writing. 

* & * 


The Kester Solder Company is- 
sued July 10 to distributors a notice of 
price withdrawal on Kester Solders, 
with expectation of higher quotation 
sheet to go into effect July 17. Tin quo- 
tations, after reaching a recent new 
high level of 48 cents New York, re- 
acted slightly thereafter, but are still 
more than double the price levels of 
early 1933. 


* * * 


Silverplated prize cups and tro- 
phies were advanced 10 per cent on July 
15 by R. Wallace & Sons Mfg. Co. and 
others. Merchants who have specialized 
on the sale or the offering of trophies 
in connection with sports equipment de- 
partments have experienced a live de- 


HARDWARE AGE 








ma 
ing 


go 


mi 
me 
pe 


th 


fu 


pe 
m 





ount 
ding 
have 
cent, 
hers. 


vard- 
ly 1, 

on 
‘ture 
0 to 


are 
per 
1 by 
are 
ton, 
qQuo- 


cted 
par- 
reen 
per 
kers 
on 
ate, 


etal 
p 4 
Pass 
fol- 
the 
ing 
and 
mp 


ig 
mg. 


and 
rice 
dis- 
ses 
ers 

an 
“ies 
ind 
les 


of 
Ts, 
ion 
u0- 
ew 


till 
of 


ro- 
ily 
nd 
ed 
ies 
le- 
le- 





mand, and report an increase in sport- 
ing goods sales as a direct result. 


* * * 


Hunting clothing and canvas 
goods have taken their first advance— 
a moderate rise of 10 per cent, affecting 
also leather holsters, gun cases, ete. 
There has been relatively light fall buy- 
ing by the retailers on these lines, and 
the new figures are expected to be im- 
mediately effective. 


* * * 


Cross cut and one-man saws are 
still selling at the lowest basis for 
many years. Wholesalers are recom- 
mending prompt buying against ex- 
pected fall requirements, as it is not 
expected present values can continue 
through the season. 

*% * * 


Upholsterers nails have made 
further advance, the third since the re- 
cent low schedules. Withdrawal of im- 
port competition, and sharp rises in 
material costs are alike responsible. 

* * * 

The bicycle fad continues healthy 
growth. For example, the Iver Johnson 
Arms & Cycle Works at Worcester, 
Mass., are operating at capacity, pro- 
ducing over 100 bicycles daily. The 
company does not attribute their great 
increase in business merely to the gen- 
eral business recovery, but more 
largely to the new “fashion” of economy 
and sport—the starting of which has 
been credited to Hollywood. There is a 


considerable demand from dealers. 
stocking in anticipation ‘of higher 


prices, which are confidently expected 
in the near future. 
* * % 


Unfilled orders of the steel cor- 
poration increased 176,856 tons during 
June, the largest upturn for any month 
since January, 1931. it has been an- 
nounced. It was the third consecutive 
monthly gain in the corporation’s back- 
log. 

* * * 

Sales of new passenger automo- 
biles for June, 1933, show a sharp in- 
crease over a year ago, the total reach- 
ing between 160.000 and 166,000 cars, 
against 148,752 for June, 1932, accord- 
ing to R. L. Polk & Co. Last month’s 
sales were approximately 4 per cent 
above the 160,242 total for May. 


* * * 


An order for four million cans 
was placed by the Sinclair Refining 
Co. with the Continental Can Co. The 
cans are to be used in distributing lubri- 
cating oils in the new sealed containers, 
now so largely superseding bulk dis- 
tribution. Hardware merchants should 
fit in promptly with the changed meth- 
od of oil sales and servicing. 
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Sales of F. W. Woolworth Com- 
pany in June showed a 2.2 per cent 
increase over the total for the corre- 
sponding period of 1932, breaking a 
22 months record of steady decline in 
business, since July, 1931. 

* * * 


June sales of Montgomery Ward 
& Co. showed a substantial gain over 
June, 1932, and totaled $16,165,000, 
compared with $14,840,000 a year ago. 
This was the second consecutive 
monthly sales increase over the like 
month of the preceding year. 


* * * 


Du Pont has made wage in- 
crease of 10 per cent in monthly sal- 
aries of all salaried employees, except 
those whose salaries are fixed by con- 
tract. It is planned that immediate 
raises in wage rates of payroll em- 
ployees shall also average 10 per cent 
above the rate in effect in May of this 
year. 

% * & 

Matthiessen & Hegeler Zinc 
Company, of LaSalle, Ill., announced 
July 6 a 20 per cent wage increase effec- 
tive July 16 for about 650 employees. 
A ten per cent increase was granted 
May 16. 

* * % 

Adams Ash Pit Doors Advance 10 
per cent on July 10 reports The Adams 
Co.. Dubuque, Towa. 

x & * 


Perfection Stove Co., Cleveland. 
Ohio, announces an average 5 per cent 
advance on Superfex Heaters, Room 
Heaters, etc. 

* * * 

Business failures lowest in 4 years 
according to Dun & Bradstreet. For the 
month of June there were 1648 business 
failures in comparison to 1909 in May 
and a total of 2688 in June last year. 
Retail failures declined very sharply 
during June as compared to previous 
June. 

* *% % 

Wholesale price index up 1.8 per 
cent for week ending July 1, 1933, says 
the U. S. Department of Labor, report- 
ing 66.3 for that period. This index is 
based on 1926 averages as the 100 per 
cent. 

* & # 

The Ruby Chemical Co., Columbus. 
Ohio, on July 1 advanced Rubyfluid 
core solder 2 cents per pound, making 
the present list price 70 cents per 


pound. 
*% * * 


Linseed oil advancing steadily with 
July 7 quotations at 11.5 cents per 
pound in lots of less than 5 bbl., and 
11.1 cents per pound in 5 bbl. lots or 
more advises the National Lead Co., 
New York City. ‘ 


Paint brushes expected to advance 


due to increasing market cost of 
bristles which have gone up very 
sharply. 


* * * 


Building gained 34 per cent in June 
when compared to May says recent 
Dodge reports placing June, 1933, 
building contracts at nearly 25 million 


dollars. 
* %* * 


Brass. copper, bronze and _nickel-sil- 
ver products show advances. Both Re- 
vere Copper & Brass, Inc., and Chase 
Brass & Copper advanced prices on 
July 5 and again on July 7. This in- 
cludes sheets, rolls, strips, rivets, burrs, 
angles, channels, rods, wire, tuning, etc. 


* * * 


Increased wages reported — by 
Oneida Community, Ltd., Oneida, N. Y., 
and Ingersoll-Waterbury Co.. both 5 per 
cent. 

Sears, Roebuck sales for the four 
weeks ended June 18 reached $19,936,- 
000, as compared with $24,200,600 in 
the same period of 1932, a decrease of 
17.6 per cent. The statement for the 
preceding four weeks had shown a de- 
crease of 9.8 per cent, and for the 20 
weeks ended June 18 a decline of 16.6 
per cent from the same period of 1932. 
Retail store sales were even with a year 
ago—modern home sales showed a se- 
vere drop, but mail-order sales were off 
severely, and made a decrease of ap- 
proximately 30 per cent. 


* # % 


Prices are withdrawn on wheel 
goods, such as wagons, veloc:pedes and 
skooters. by leading manufacturers. 
New quotation sheets are expected 
shortly with advanced prices. Makers 
of roller skates have advised their job- 
bers that higher prices are in prepara- 
tion and will be announced very soon. 


* * * 


Fish lines have advanced on all 
cotton and silk grades, cotton averag- 
ing about five per cent, and silk lines 
$1.00 per 1000 yards or five to ten per 
cent. For the present linen lines are 
unchanged. 

Farmers used more than 2,125,- 
000,000 gal. of petroleum fuels, includ- 
ing gasoline, kerosene and distillate, in 
1930, according to the U. S. Depart- 
ment of Agriculture. They also used 
90.700,000 gal. of lubricating oils. More 
than half of the fuel and lubricating oil 
was used in automobiles. It was esti- 
mated that automobiles consumed 1 qt. 
of oil per 100 miles, and trucks 1 qt. of 
oil for each 50 miles. Other power 
units were estimated as consuming | 
gal. of oil for each 20 gal. of fuel. 
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ROBT. F. FREY 


“i Have Never Seen 
Better Opportunities 


in business than we have today” 
—says Robt. F. Frey 


\ the early days of his business 
i life, E. L. Frey, of Ottawa, Ohio, 

was glad he was in a business 
where he did not have to cater to 
women. He has lived to reverse his 
idea along that line, for his 1932 
sales showed that 80 per cent of his 
customers were women, 16 per cent 
were youths and 6 per cent were 
men. Cater to women? Rather! 
This is really a woman’s hardware 
store. 
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If Business Never Gets Better 
They Can Still Make a Profit 


80% of Frey’s 
customers are 
WOMEN— 
Ottawa, Ohio, 
hardware store 
combines two 
types of mer- 
chandise.... 


Robert F. Frey, former President 
of the Ohio Retail Hardware Asso- 
ciation, under whose active manage- 
ment the business is conducted, 
travels 12,000 miles annually look- 
ing for ideas to use in the store. The 
most eloquent proof that he finds 
them is given in the illustrations 
accompanying this article. That he 
seizes upon an idea while it is new 
and “hot” and puts it to work is 
a well-known fact. He has talked 
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This is the main floor of the Frey Hardware store, Ottawa, Ohio. 


Such appeal to customer interest cannot be ignored, 


but this is not all; the broad easy stairway at the rear of the store leads to an upstairs women’s department that is, in itself, 
stiff competition for any other business establishment seeking to win the customer’s attention. 


at many conventions, telling his fel- 
low hardware men of his experi- 
ences in a most enthusiastic and con- 
vincing manner. 

Although Mr. Frey has kept new 
ideas stirred into his business he 
has maintained its essentially hard- 
ware character. The store still car- 
ries such merchandise as horse col- 
lars, which, by the way, are coming 
back into use among the rural sec- 
tions. But the other departments 
that have been added in later years 
make the Frey store just as much an 
attraction for the community as any 
department store could be. This is 
the story of the expansion in that di- 
rection: 


Installs Women’s Department 


In October, 1931, a women’s de- 
partment was installed on the second 
floor of the building housing the 
main store. It is reached by a broad 
stairway at the rear of the main 
floor (see illustration foot of this 
page). This women’s department is, 
in reality, a glorified “Woolworth” 
type of store, including a candy de- 
partment that requires the services 
of two women regularly and extra 
help on Saturdays. This department 
is operated upon a strictly cash 
basis, although the downstairs store 
does a charge business—(minus in- 
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staliment accounts). In the up- 
stairs during 1932, some 
8,000 pairs of women’s hosiery were 
sold. The first day’s business in this 
women’s department amounted to 
$1600, and there are five regular 
employees and extra help for Sat- 
urdays needed. When it is recalled 
that Ottawa is a town of but 3,000 
population, this indicates an active 
business. The main floor carries, in 
addition to its other hardware lines, 
refrigerators, stoves, radios, vacuum 
cleaners, electrical appliances, 
bridge tables, kitchen lamps, ete. It 
is as modern a hardware store as 
can be found in any large city. The 
main floor stock is turned four times 
a year. 

The upstairs stock turns over fast- 
er, its speed being six and a half 
times annually. The week prior to 


store, 





This is the easy broad stairway at 
the rear of Frey’s store which leads 
to the cash store upstairs. 


Christmas, 83 house dresses were 
sold there, while total cash sales in 
the department ran from 5,000 to 
9,200 per day during the holidays. 


Main Floor Cash Sales 
Increase 


With the installation of the cash 
department upstairs, the percentage 
of cash business on the main floor 
increased. Nothing is carried in the 
cash store in excess of 98c., and the 
price range is from that amount 
down to 5c. Among the items car- 
ried in the cash department are: 
men’s underwear, house dresses, 
school supplies, jewelry, valen- 
tines, cosmetics, candy, woolen and 
cotton blankets, etc. Candy ship- 
ments are received three times a 
week, while a great drive is made 
for business at school opening time 
and during the Christmas holidays. 
Alert service and competent sales- 
people are factors in the success of 
the Frey business. 

While it may not be practicable 
for every hardware merchant to op- 
erate a cash and carry business, the 
unique combination of cash and 
charge business effected by Mr. 
Frey is worthy of study by hardware 
merchants in similar sized communi- 
ties everywhere. 

A trained chain store man oper- 
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This is the women’s cash department of the Frey Hardware store, Ottawa, Ohio. 


attraction that it has not only added customers but has increased the percentage 


ates the cash department for the 
Frey store, and the entire business 
is operated without the use of loss 
The general attractiveness 
of the store, the range of merchan- 
dise, complete air conditioning plant 
enabling the store to advertise “the 
Northern Ohio” 
have caused the sales curve to climb 
throughout the year. 


leaders. 


coolest spot in 


Progress has 
never been barred in this business, 
It began with a stock of stools and 
hardware; a_ tin 
shop was added and all the sound 


other essential 


developments were adopted in the 
interim. E. L. Frey, the founder of 
this business, is enthusiastic about 
the present and the future. “I have 
never seen better opportunities in 
business than we have today; but we 


must know what the public wants 
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to buy and then get it for them,” he 
says. “If business never gets bet- 
ter we can still make a profit.” 

The main floor sales room is fin- 
ished in french gray, while the up- 
stairs women’s store is in cherry red. 
The front is modern, having a tile 
trim. Inside, the windows have a 
background of imitation tavertine 
marble. They are well lighted so 
that they hold their own, and more, 
with other store lighting in the 
neighborhood. The store remains 
open Saturday evenings. 

Robert F. Frey, speaking before 
state hardware conventions, has 
stressed the importance of window 
displays, and pointed out that the 
use of trade journals, whose pages 
portray layouts for suggested dis- 
plays and actual photographs, is of 


The modern front of Frey’s Hardware, Ottawa, Ohio. 


It is on the second floor and is such an 
of cash sales in the hardware department. 


great importance in working out the 
arrangement of window displays. 
He has also stressed the importance 
of plenty of light, as being para- 
mount, both in windows and store. 
“Proper lighting,” he says, “gives 
light and warmth to displays and no 
one disputes the claim that custom- 
ers are either invited or repelled by 
the brilliance or lack of inspiration 
in the store’s lighting. Cheerful, 
sparkling, brilliantly lighted win- 
dows unlock padlocked pockets.” 

His advice is to use mass display, 
particularly to give a “big slant to 
small items.” Such display gives 
the impression of broad stocks and 
wide variety which results in greater 
sales volume. 

The illustrations in this article 
clearly show that Mr. Frey takes his 
own advice. The windows are spot- 
less and bright, the store aisles are 
clear, ample light is used, merchan- 
dise is displayed in a way that indi- 
cates wide stocks and variety. What 
woman could resist the temptation 
to shop and buy there? 

Frey approaches the sale from ihe 
positive side always. He plays up, 
in displays, the joy of spring work, 
the gladness of Christmas, the ihrill 
of hunting, and the comfort of ihe 
well-equipped home. Perhaps this 
is why he is able to say, “I have 
never seen better opportunities in 
business than we have today.” 
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Bust Among Ourselves 


HE national jobber and the 

local jobber must measure 

up to their respective op- 
portunities and obligations. Each 
has his peculiar advantages. Im- 
partially, HARDWARE AGE recog- 
nizes the services that each ren- 
ders and holds no brief for one 
against the other. 


HA 








It is unfortunate that one 
wholesale hardware executive has 
misinterpreted our motives to 
such an extent that he has written 
many, if not all, of our adver- 
tisers the following letter, the in- 
tent of which is obvious: 

“Observing your ad in a re- 
cent issue of HARDWARE AGE, 
we are wondering if you fully 
subscribe to the activities of this 
hardware journal in exploiting 
two well-known National Hard- 
ware Jobbers to the discrimina- 
tion of the Local Hardware Job- 
bers throughout the nation. 

These articles have appeared in 

the last three or four issues of 

HARDWARE AGE.” 


— HA— 


HarpwarE AGE has not, and 
will not, exploit any distribution 
group to the discrimination of 
any other group. The articles, 
which have appeared dealing 
with wholesaler-retailer relations, 
were presented not as an en- 
dorsement, but for the proper in- 
formation of the entire hardware 
industry. It is incumbent upon 
us to render this vital service, 
and we do so impartially. 

There will follow in future is- 
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by CHARLES J. HEALE 
Editor, Hardware Age 


sues, further articles based on 
the plans of wholesalers who are 
successfully helping retailers 
meet today’s competition. Many 
of these articles are based on 
local jobbers’ activities. 


—— HA— 


The fundamental of the whole- 
saler-retailer plans we have pub- 
lished is—dealers must concen- 
trate their buying with fewer 
wholesalers, pay their bills 
promptly and buy in larger unit 
quantities that the wholesaler 
may be in position to help them 
advertise and meet current com- 
petition. Certainly, these prin- 
ciples are basic, available for all 
wholesalers and should merit 
their approval. 

Therefore, no group of whole- 
salers should resent our editorial 
efforts. They should recognize 
that HarpwarRE AGE has ren- 
dered all wholesalers a very def- 
inite service in publishing these 
articles which have once more 
emphasized the indisputable 
place the wholesaler has in hard- 
ware distribution. 


— HA —— 


Our editorial attitude toward 
the discussion of wholesaler-re- 
tailer relations is appropriately 
shown in the closing paragraph 
of the story about Hall Hardware 
Co. (See H. A. July 6, page 46.) 
This reads: 

“To properly appraise the 


methods of this organization one 
must immediately realize that 
such a plan can only succeed with 
very complete loyalty from mem- 
bers. It is likely that most of the 
advantages claimed for this or- 
ganization could be provided by 
any existing wholesaler if he 
could depend upon the same ele- 
ments of cooperation from his re- 
This includes, 
payment 


tailer-customers. 
particularly, prompt 
within eight days after invoice is 
received and the concentration of 
all major purchases, plus the 
willingness to cooperate in adver- 
tising and merchandising plans 
provided. It must be forever 
realized that ability to meet cur- 
rent competition isn’t worth any- 
thing unless some steps are taken 
to advertise the fact to con- 
sumers, that they may know the 
scope of the merchandise handled 
by retail hardware stores —as 
well as the values.” 


+ — lft —— 


We urge readers to read again 
these articles on wholesaler-re- 
tailer relations, particularly the 
editorial, “‘News—Not Public- 
ity,” in the June 8 issue. The 
latter establishes all motives to 
the satisfaction of all fair-minded 
business men. The major theme 
of the HarpwareE AGE Platform, 
with which the industry is fa- 
miliar, is our belief in distribu- 
tion through the wholesaler. 
Upon request, clippings of the ar- 
ticles on wholesaler-retailer rela- 
tions will be supplied. 
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“Industry Must Govern Itself Wisely 


and in the Public Interest” 


By DONALD R. RICHBERG 


General Counsel, National Recovery 
Administration, Washington, D. C. 


HE objects of the National 
Industrial Recovery Act are 
well understood and univers- 
ally approved. They are: to put 
more people to work; to give them 
more buying power; to insure just 
rewards for both capital and labor 
in sound business enterprises, by 
eliminating unfair competition. To 
accomplish these high purposes the 
National Recovery Administration 
is being organized in Washington as 
a machinery of cooperation between 
industries and the government. 

If this adventure should fail, it 
will not be a failure of government; 
it will be the failure of an indus- 
trial system which the Industrial Re- 
covery Act seeks to improve in or- 
der that its values may be preserved. 
It will mean, either that the system 
is fundamentally unsound, or that 
the present managers of private in- 
dustry are incapable of operating it 
successfully. 


A Challenge to Industry and 
Labor 


In his statement of June 16th, the 
President said that this law is a chal- 
lenge to industry and to labor. That 
challenge must be met in the next 
sixty days. If the organized groups 
of either management or labor fail 
to meet that challenge they will be 
indicted for incompetence by the suf- 
fering millions who are now giving 
to industrial leadership one more 
chance—perhaps the last—to justify 
its authority. 

This is no time for men who have 
positions of power and large influ- 
ence in shaping the policies of com- 
mercial, financial or labor organiza- 
tions to hold back, either to placate 
hesitant minorities or to serve sel- 
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National Recovery Act Aims to Put More People 
to Work and Increase Buying Power Through 
Just Rewards to Both Capital and Labor in Sound 
Business Enterprises—Debates Over Constitu- 
tionality of New Law Futile—All Time-Honored 
Rights of the Individual Remain Unmodified. 


fish special interests. The forces of 
the depression have not been con- 
quered merely by a rise in commod- 
ity prices or in the market quota- 
tions of stocks and bonds. We have 
still millions of men and women out 
of work; we are spending millions 
of dollars every day to keep these 
unemployed masses and their de- 
pendents from starvation. 

In this great emergency—when 
the whole power of the federal gov- 
ernment is being exerted to give 
business men an opportunity to or- 
ganize for a united drive to reem- 
ploy the workers, and to pay wages 
sufficient to provide a market for in- 
dustrial and agricultural products; 
when protection against the unfair 
competition of overworked, under- 
paid labor is assured; when the le- 
gality of cooperative action is as- 
sured—there can be no honorable 
excuse for the slacker who wastes 
these precious moments with doubt- 
ing and debate—who palsies the na- 
tional purpose with legalistic argu- 
ments and appeals to prejudice. 

As the legal adviser of the Na- 
tional Recovery Administration let 


me indicate in a brief space the 
futility of a debate over questions 
of constitutional law in this critical 
situation. 


No’ Constitutional Change 


First, there is no change of any 
provision of the Constitution at- 
tempted in this law. Therefore, all 
the time - honored constitutional 
rights of the individual remain un- 
modified by this law. 

Second, there exists no constitu- 
tional right to do anything which is 
forbidden by this law. There is no 
constitutional right to compete un- 
fairly; and there is no business com- 
petition which is more unfair or 
more harmful to all the people than 
the competition of low wages and 
long hours, which the National Re- 
covery Act seeks particularly to 
eliminate. 

The welfare of all the people and 
the prosperity of all business is un- 
dermined by such competition, out 
of which only a small minority can 
make a temporary profit. If the 
Constitution protected the right of 
a few to profit in such a manner at 


We present here the major part of Mr. Richberg’s address before the 


Merchants Association, New York City, on July 6th. 


It was this talk 


which provoked widespread comment in the newspapers and among 
business men throughout the country. As a preface to answering ques- 
tions from the floor, Mr. Richberg said his formal remarks, given 
here in part, had Administration approval. As the official legal adviser 
of the Recovery Administration, the speaker’s opinions on the consti- 
tutionality of the new law are important.—T he Editors. 
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the expense of all the people, it 
would be a charter of anarchy and 
not a bulwark of law and order. In 
truth, the Supreme Court has re- 
peatedly held that the Constitution 
does not authorize any such minor- 
ity veto upon a code of business 
morality approved by the over- 
whelming majority of the people. 

Third, if any man fears that, in 
the establishment of a law of fair 
competition, he may be deprived of 
some constitutionally protected free- 
dom of action, his present course 
should be clear. Let him first join 
with his fellows in writing the rules 
of the game before protesting that 
he is sure the rules will be unfair. 
Let him then try to play the game 
according to the rules, which may 
be a novel but perhaps an educa- 
tional experience for many who 
have been accustomed to dignify 
lawless self-assertion and disregard 
for the rights of others with such 
noble words as “individualism” and 
“liberty.” 

Finally, constitutional rights are 
not invaded by proclamations, or 
statements of public policy, or even 
by grants of extraordinary power to 
meet extraordinary needs. They 
are invaded only by the exercise of 
force to take from a man a liberty 
or a property right, of which he may 
not be lawfully deprived. Let me 
say now and emphatically that the 
National Recovery Administration 
expects to operate so far inside the 
boundaries of constitutional power 
that judicial determination, even of 
borderline cases, will not be neces- 
sary. But, if the learned members 
of my profession (in which two 
opinions can always be obtained) 
feel at any time that the Adminis- 
tration has erred, the courts, zealous 
to protect liberty and property, are 
always open—and they are the final 
arbiters of what may or may not be 
lawfully done. Why bring that up 
now? 

Returning to the question pro- 
pounded at the outset—let me sum- 
marize what the National Recovery 
Administration is trying to do today. 

Every substantial industry in the 
country is being urged to prepare 
and to submit promptly a basic code 
of fair competition. This code 
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should provide for such a shortening 
of the hours of labor as will bring 
about the immediate reemployment 
of the number of men normally at- 
tached to the industry. This code 
should establish minimum wages 
for the hours of work as limited, so 
that a decent living may be assured 
to the humblest worker. This code 
should contain also the mandatory 
provisions of Section 7a of the Act, 
protecting the rights of self-organi- 
zation and collective bargaining for 
all employees. 


Speed and Mass Action 
Essential 


This basic code may contain 
other provisions, regarded by the 
sponsors as essential to eliminate un- 
fair practices and to increase the sta- 
bility and security of sound enter- 
prises operating in conformity with 
the code. But it is highly desirable 
to avoid submitting immediately 
those comprehensive codes which 
will deal eventually in greater de- 
tail with trade practices and com- 
petitive methods and _ relations. 
Speed and mass action are essential 
to meet the far-reaching needs of 
the immediate future. 

We cannot wait to hold adequate 
hearings upon complicated codes 
concerned with the intimate prob- 
lems of particular industries. The 
ability of each industry to increase 
employment, to add to its payrolls, 


depends in large measure upon con- 
certed action. There must be a 
united attack of all industries upon 
low wages and long hours, a simul- 
taneous rise of purchasing power all 
along the line. The new buying 
power created by the increased pay- 
rolls of each industry will help to 
absorb the products of all the 
others. 

Faced by this demand for speed, 
we must follow the President’s pol- 
icy of doing the first thing first. 

The recent public hearings on the 
code submitted by the Cotton Tex- 
tile Industry have helped to make 
plain the method and objectives of 
the Administration. A basic code, 
simple in form and comparatively 
brief, was presented; and in it was 
laid the groundwork for a future 
more comprehensive code. The 
schedule of maximum hours of 
work for men and for machines, and 
the schedule of minimum wages, did 
not provide precedents for any other 
industry. But the method of arriv- 
ing at these schedules was sig- 
nificant. 

Here is an industry which has 
been historicaliy operating long 
hours on a low wage level. Natu- 
rally low prices for its products have 
followed upon the competition in 
Any _ revolu- 
tionary increase in costs would re- 
quire a revolutionary increase in 
prices, with drastic and uncertain 
consequences to an industry marked- 
ly * competitive within itself and 
with other industries. All these fac- 
tors had to be weighed by the in- 
dustrial representatives assisted by 
the impartial services of our govern- 
ment agency. In the end, a brief 
basic code drafted by the Textile op- 
erators offered four changes in in- 
dustrial practice which are of 
startling consequences: (1) Aboli- 
tion of child labor, (2) Substantial 
reduction of the hours of labor in 
this industry to two shifts of 40 hours 
per week, (3) Increase of minimum 
wages to the purchasing power level 
of wages for the longer hours of 
1929, (4) Limitation of machine 
hours to 80 hours per week, check- 
ing overproduction, eliminating the 
“graveyard” shift at night and giv- 

(Continued on page 48) 
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By SAUNDERS NORVELL 


HIS Monday morning at dawn 

I was awakened by the sing- 

ing and chattering of countless 
birds. In the East the sun was slow- 
ly rising and through a thin fog it 
caused a veil of gold to hang over 
the entire harbor. The fog was low 
on the water, and it was curious to 
see the masts of the various an- 
chored yachts standing up through 
the golden billows of fog. Trees, 
plants and flowers thrive in _ this 
moist atmosphere. 

At seven forty-five, breakfast time, 
the sun had “burned up” the fog. 
The air was clear and we were in for 
a hot day. 

At eight o'clock the car drove up 
and I had a ten-minute drive from 
my home to the station. On this 
drive I passed many pretty suburban 
homes, surrounded with fruit trees, 
hedges and flower gardens. Some of 
the houses were painted brilliantly. 
The air was fresh and everything in 
the village at least had the appear- 
ance of cleanliness, happiness and 
prosperity. 

I passed through Main Street (the 
historic Boston Post Road). The 
shops were all open and proprietors 
and clerks, without coats or vests. 
were chatting on the sidewalks while 
they straightened things out for the 
day’s business. Automobiles were 
parked along the side streets. Evi- 
dently, the early shoppers were out 
to do their marketing. There were 
independent stores and chain stores, 
and outwardly these dealers ap- 
peared to be the best of friends. 

Now, today, it is up to me to 
write an article. As I passed 
through Larchmont on my way to 
the train I was inspired with my 
subject, and the subject is how much 
better off, from a standpoint of life 
and living, these merchants in these 
small towns are than the supposed 
to be big merchants who go into 
New York to do business. All of 
these little merchants in  Larch- 
mont have their cottage homes. 
They drive their own cars. After 
breakfast all they have to do is to 
drive to their shops, open up and 
there they are. Fresh air, sunshine, 
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trees, lawns, flowers and a delight- 
ful environment. 

Now, what happens to the city 
merchant? He stands and waits at 
a station for a train. When the 
train arrives, he climbs on board 
and rushes for a seat. Sometimes 
he has to walk through a number 
of cars to secure one. Everybody 
is engrossed in his newspaper. 
They try to read, but the rocking 
of the train and the shutting off of 
the light in stations makes it hard 
on the eyes. Finally, this com- 
muters’ train, after traveling on an 
elevated track and crossing the Har- 
lem river, slips downward into the 
dark tunnel under Park Avenue. 
The electric lights are turned on. 
After some ten minutes the com- 
muters arise from their seats and 
crowd the aisles, to take part in the 
grand rush. There is a scratching 
of matches, cigarettes and cigars are 
lighted. People are carrying week- 
end dress suit cases, golf clubs, ten- 
nis rackets and sundry bundles. 
The brakeman calls out in a high 
voice—“Don’t forget your parcels.” 

Then having climbed to a high 
spot you come to another very steep 
flight of stairs and down you go, be- 
ing careful not to slip on the metal- 
bound steps. At the bottom you get 
change at a window and then you go 
through the subway turnstile. Again 
you wait. Then down another flight 
of stairs. Always behind the slow- 
moving crowd. 

On the lower platform there are 
cuards who hurry the crowd behind 
gas pipe railings, so the oncoming 
crowd will not interfere with the 
outgoing crowd. Finally, the ex- 
press train surges along. It is 
packed and jammed with perspiring 
humanity. It is curious to watch 
these people as they leave the train 
how slowly they walk. How they 
all hesitate at the doorway. In or- 
der to try to hurry them up in the 
station they jangle bells. This is 
supposed to have an accelerating 
effect upon the molasses-like crowd. 
When you are pushed inside the car 
you find one of the metal straps and 
so you hang for fifteen or twenty 
minutes on your way down to your 
station. It is curious to study the 
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crowd. All kinds and conditions of 
people. The old and the young. 
The clean and mostly the unclean. 
Then you read the signs in the sub- 
way. Sixty per cent of these signs 
are drug advertisements — tooth 
brushes, tooth paste, antiseptics, 
sunburn cures. To one familiar with 
advertising the wording of these 
cards is interesting. They do not 
actually say they “cure” anything. 
That would be against the law. If 
you will read these signs you will 
note they are all “remedies.” They 
are not cures. You can prove a 
cure, but you cannot prove a rem- 
édy. The majority of the young 
boys and girls are sleeping. The 
week-end has been strenuous. The 
air, of course, especially in hot or 
rainy weather is very, very bad. 

Finally, we reach our destination 
—Bowling Green. Then we climb 
two more flights of stairs, the same 
slow crowd. Then a walk up the 
street, a huge building, an express 
elevator to the twenty-first floor, a 
walk down a long hall and we have 
arrived at our office. 

Now, ladies and gentlemen, you 
who live in small towns, just think 
of this performance every morning 
down to work and reversed ever) 
evening going home from work. 
Are you surprised that I decided 
that the small merchants of Larch- 
mont have it all over me when it 
comes to their working arrange- 
ments? Of course, they do not know 
this, but just let them be a com- 
muter year in and year out, and 
after awhile, like me, their idea of 
a perfect life will be to set sail on 
a fishing schooner for nowhere in 
particular, or to float down the 
Mississippi River on a raft. 

All this leads up to a very inter- 
esting thought! Is the large city 
going to hold its own? What perma- 
nent effect will the depression have 
on large cities? I am inclined to 
think that the very large city of 
the future is going to be a very bad 
real estate investment. Here in 
New York today there are hundreds 
of large buildings only partly filled 
with tenants. There are thousands 
of apartments of all kinds and 
grades vacant. The hotels in New 
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York have had a very hard time of 
it, so have those who own apart- 
ment houses. People have moved 
out of the city by thousands for the 
first time in many years. In all 
parts of the city you see shops for 
rent. Those who formerly occupied 
those shops could not pay the rent. 
Other merchants have compromised 
with their landlords. Rents have 
been temporarily reduced on the 
basis of pay as much as you can. 
This is also true of apartments, 
where people of responsibility were 
not tied up by leases. Special ar- 
rangements, covering rents, have 
been made everywhere. The de- 
pression has taught the city dweller, 
especially the worker, that a large 
city is no place in which to be 
caught out of a job. 

Then we have been interested in 
statistics in regard to the profit made 
in various sized cities by hardware 
merchants. These answers of hun- 
dreds of retail merchants to a ques- 
tionnaire are exceedingly interest- 
ing. Here briefly are some of the 
facts brought to light. The dealers 
in the large cities have had a hard 
time in making any net profit. 
Their handicaps first of all have 
been excessive rentals, high clerk, 
high telephone charges, delivery 
charges, taxes and all the other 
items that in a large ciiy go to make 
overhead unbearable. It is also a 
surprising thing that the answers in- 
dicate that the percentage of profit 
on sales of the retail hardware 
stores in the large cities are better 
than the percentage of profit in the 
smaller places. On the general aver- 
age of sales the large hardware 
dealer in the large city is getting 
better prices than the small dealer 
in the smaller place, but then with 
this increase in percentage of profit 
he is not faring very well on account 
of his excessive expenses. On top 
of this the percentage of decrease 
in business during the depression 
has been greater in the large city 
than in the medium sized towns. 
In other words, consumers in the 
large cities have been the hardest 
hit, except the consuming popula- 
tion on farms. Consumers in the 
medium sized cities have been far 
better off, both in income and in 
the cost of living, than the consum- 
ers either in large cities or on the 
farms. As a result of farming con- 
ditions the hardware dealer in the 
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very small place catering almost en- 
tirely to an agricultural community 
has had a very hard time of it. His 
volume has shrunk fully 50 per cent, 
notwithstanding his low cost for 
rental, lower clerk hire and lower 
expenses generally, his shrinkage in 
volume has made it practically im- 
possible for him to escape a loss in 
doing business. Very few dealers, 
doing a business of $25,000.00 per 
annum or less, have made any 
money. Even with low clerk hire 
sales per clerk are too low to make 
the business profitable. 

So we find in studying these sta- 
tistics that the most profitable re- 
tail hardware store has been not in 
the large city or in the small rural 
town. It has been the merchant do- 
ing business in a medium sized city, 
say towns of ten to twenty-five thou- 
sand inhabitants. Business in com- 
munities of this class seems to have 
held up better. The cost of rents, 
of clerk hire and other expenses has 
not been abnormal. Taxes, general- 
ly speaking, are less and as a result 
in a comparison with other cities 
these medium sized, what might be 
called “county seat” towns have 
been the most prosperous. 

Of course, back of all this there 
are many reasons, one of them is the 
use of the automobile. In these days 
the consumer in a few hours can 
cover many miles, so in trading he 
can go to a good sized place where 
there is a better assortment to make 
his purchases. In addition to this 
there is the lure of the movie in 
the good sized town. In the large 
cities traffic is so congested that one 
postpones as much as possible the 
trip to town by automobile. This 
is especially true of the woman in 
the suburban family who does prac- 
tically all of the buying. This has 
led to the growth of flourishing 
small towns all around the large 
cities. These towns are taking busi- 
ness away from the large cities. 
Some of the great department stores 
in the large cities have even found 
it necessary, in an effort to maintain 
their volume, to establish branch 
stores in suburban communities. 

It would seem, therefore, that the 
trend of business for the next twen- 
ty-five years in this country will be 
away from large cities to the medi- 
um sized towns. A real estate in- 
vestment in these medium sized 
towns should be far better than in- 
vestments in large cities. 


An angle that has not been 
touched upon in this article is the 
trend of manufacturing. This is all 
away from the large city to the me- 
dium sized town. This tendency on 
the part of manufacturing would 
consume an article itself, but it all 
means the same thing. The condi- 
tions of living and of working are 
so much better in the medium sized 
place than in the large city, that the 
drift necessarily must be in the di- 
rection of life in smaller places. 

The very people in large cities and 
in smaller towns look different. In 
referring to people I do not mean 
dwellers in tenements. As a matter 
of fact, except a small difference in 
the amount of space there is little 
difference between the fairly well-to- 
do in the way they live in the city as 
compared with people living in tene- 
ments. The dweller in a large city 
seldom escapes from noise. In 
traveling in the streets and in sub- 
ways and on street car lines, whether 
surface or elevated, you can hardly 
converse with the person sitting next 
to you on account of the shrieking 
noises. This constant noise surely 
must have its ultimate effect upon 
the nerves and dispositions. 

Just study the crowds in New 
York. First of all, most of the peo- 
ple look tired. They are cross. 
They are irritated. It is sad just 
to watch their faces. How different 
the expression on the faces of the 
people we see in the smaller towns 
and cities, especially in the central 
West, South and on the Pacific 
Coast. Then, of course, in the cities 
there is the perpetual grafting to 
which the people are subject. There 
is constant big and little racketeer- 
ing from the first class apartment 
down to the tenement house. There 
is constant graft upon the city dwell- 
ers. Then, of course, increasing 
taxation taking the very life even 
out of teachers in schools is the 
rapacious hand of municipal corrup- 
tion. These things, of course, may 
exist in a smaller degree in the 
smaller cities, but corruption and 
graft have never reached the full 
flower of development as they have 
in the large cities, such, for instance, 
as New York and Chicago. 

The great lesson of the past few 
years of depression to thousands of 
men and women will be to get away 
from the large cities, and seek their 
homes in smaller places. 
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Price Balance Necessary in 
Your Advertising 


WELL ordered life is a well 
A balanced one. Work, play and 

rest all combine to make it 
livable. Books have been written, 
sermons have been preached and 
much talk has been indulged in to 
prove that moderation in all things 
is the way to get the most out of life. 
It is not strange that the principle of 
balance comes into the selection of 
merchandise for the advertisement. 
An advertisement that features all 
low priced items is a costly one and 
it is better to get some low, some 
medium and some higher priced items 
into each ad. 

If your community is one in which 
money is more plentiful than the 
average, it may be well to lean to 
the medium and higher levels, but 
generally speaking, it should be your 
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aim to keep an even balance among 
the three. If, for instance, thirty 
items are advertised; have ten low 
priced 10c. to 49c.; ten medium, 
$1.15 to $2.89 and ten around $3.50 
to 6. These exact figures are not im- 
perative, but they are suggested as 
a variety. 

The reason for this kind of balance 
in price levels is obvious. Everyday 
needs of your customers are made up 
of a variety of items, and by appeal- 
ing to them in a variety of price 
levels you are increasing your 
chances of hitting upon some item 
they need or one which will remind 
them of something they need. As- 


sortments of items having a variety 
of price ranges will bring a larger 
number of customers into the store, 
because you “hit” more people that 
way than if your prices are all high 
or all low. If you do more business 
because of this wider variety of items, 
naturally the cost of your ad is lower 
in comparison to the business done. 

This balancing of price ranges is 
a much better way to attract people 
than by offering cut prices in bargain 
ads. Odd lots and inferior goods do 
not get the response that real values 
get, and they certainly do not build 
the permanent trade that good values 
do. 

Remember also that items them- 
selves should be varied. Do not have 
all the selections, for instance, from 
the housewares department or any 
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While this ad is devoted to one department (this advertiser uses space regularly) the prices range—low, medium and higher. 
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other one department, for that mat- 
ter. Needs are wider in range than 
any one department can supply. In 
order to increase the chances of mak- 
ing sales you must broaden the ap- 
peal. 

One authority on advertising advo- 
cates the adoption of a price total 
for the average amount of space 
used. His formula is to divide the 
weekly sales volume by the weekly 
number of inches used, then to mullti- 
ply the result by four. The answer 
is the correct amount of price total 
for a single day’s space. For in- 
stance, a certain store’s daily average 
is $120 in sales. That is $720 a 
week. This merchant uses 90 inches 
of space a week, using one-third 
three times a week. $720 divided by 
90 (inches) equals $8 worth of vol- 
ume per inch. This amounts to cred- 
iting all the business done to the 
advertisement, but need not be so 
viewed. It is merely an artificial 
way of adjusting the weekly volume 
to the weekly space. A basis, in 








other words, for merchandising each 
day’s ads. 

If weekly volume amounts to $38 
an inch, the store will make this rule: 
Our space draws, on the average, $8 
per inch. We then select our total 
prices (the sum of all the prices in 
the space) so as to- amount to four 
times the $8, or $32. This means 
that all the items in the space should 
not add up to more than $32, or four 
times the artificial relation of weekly 
volume to weekly space. 


Truth in Advertising 


It would be a good thing for busi- 
ness in general if more advertisers, 
particularly the smaller advertisers, 
would get rid of the idea that adver- 
tising must be confined to trumpeting 
sales and bargains. Advertising was 
not developed for that purpose and, 
if the Recovery Administration has 
its way we may expect that type of 
advertising to be very unpopular. 
Better learn now to use newspaper 
space for creating good will and 
interest in your 


sound, genuine 











store’s values. Already a large de- 
partment store operating in several 
large American cities is well into a 
campaign to convince the public that 
it “Tells the Truth.” The fact that it 
seems necessary to spend large sums 
for this purpose is a sad commentary 
upon the motives of at least some re- 
tail advertisers. It indicates, rightly 
or wrongly, that the public is not 
convinced of the sincerity of all ad- 
vertising. 

The hardware merchant, being 
closer to his customers, has a distinct 
advantage in this situation. He can, 
if he lives up to his claims, establish 
his store as one where values are as 
represented. That will be a founda- 
tion for all future advertising. Lack 
of balance and moderation in the 
claims and vocabulary of many ad- 
vertisers has brought about the situa- 
tion calling for a campaign of “Truth 
in Advertising.” Straight, honest. 
believable statements will win out in 
the long run. The hardware man 
will find them more familiar than 
some others will. 


“Cost, Plus Ten Per Cent” Is Favored 
in Selling to Employees 


N a study conducted by HARDWARE 

AcE among 37 representative 
hardware firms, the “cost, plus ten 
per cent” basis was found to be most 
popular, in selling to employees. 
Seventeen of the 37, or approxi- 
mately 46 per cent, favored this basis, 
while one firm did not allow its em- 
ployees any discount whatever. 

The 20 remaining firms had poli- 
cies covering sales to employees as 
follows: three sell at exact cost; 
three sell at delivered four 
wholesale, or wholesale retail con- 
cerns, sell at dealer cost price; one 
sells at cost plus 15 per cent on 
charge purchases, and cost plus 10 
per cent on cash purchases; four sell 
at delivered cost plus either 20 or 25 
per cent; one sells at 10 per cent off 
retail price; one sells at 25 per cent 
off retail price; one sells at a dis- 
count of 50 per cent off the mark-up; 
and one has a variable employee dis- 
count plan. 

Most of the firms enforce the rule 
that purchases must be confined to 
articles for the personal use of the 
employee, or immediate family. A 


cost; 
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number also require that all em- 
ployee purchases must be charged in 
the regular manner, even if cash pay- 


ment is made, so that a record will: 


be available of the transaction. Many 
also require that the employee’s pur- 
chase must be made from another 
employee. Some exclude special 
price goods from an employee’s dis- 
count. Special provisions usually 
apply on specialty items, such as 
electric refrigerators, etc. When the 
employee makes a purchase on in- 
stallment terms, it is generally cus- 
tomary to make an additional finance 
charge of about 10 per cent. 

Many of the merchants in com- 
menting on their liberal attitude on 
employee purchases explained that 
they had always thought it their duty 
to help employees in every possible 
manner, believing that, as a rule, em- 
ployees are not overpaid for ser- 
vices rendered. Others said they felt 
they were repaid for the concessions 
granted employees by the extra effort 
they put forth in return. One mer- 
chant stated that while “cost plus 10 
per cent” does not cover overhead, 





that he felt it was a fair compromise. 
Another dealer pointed out that a 
liberal policy encouraged employees 
to use the store’s merchandise, mak- 
ing them more familiar with it, and 
hence better equipped to sell it. Still 
another merchant declared that in 
these days of reduced salaries, a lib- 
eral poticy tends to lessen the temp- 
tation to take merchandise without 
charging or paying for it. 

The one firm in the group which 
does not allow employees any dis- 
count whatever, a large retail estab- 
lishment, stated that the same rule 
applies to officers of the company. 
The firm for many years sold em- 
ployees at cost. Later, a plan of 
allowing a discount of 20 per cent 
from the retail price on all articles 
bearing that margin, or more, was 
adopted. In time, it was said, this 
plan became so generally abused that 
nearly all of the store’s patrons were 
receiving the discount originally in- 
tended exclusively for employees. 
The firm estimated that the abuse of 
the policy deprived it of $20,000, and 
this led to the firm’s present policy. 
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Who Makes It? 


Information regarding sources of supply as_ provided 
readers of HARDWARE AGE by the “Who Makes It?” 
Editor, is presented here as an aid to others seeking the 
same articles. The inquiries published were selected be- 
cause of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supplements 
the service rendered by the Annual “Who Makes It?” 
issue which will be published Sept. 28, 1933 supplanting 
edition will contain even 
more complete listings of manufacturers of hardware and 
related merchandise, condensed catalogs of leading manu- 
facturers and additional reference data that will be useful 
to the trade throughout the year. 


I 








GLOVERSVILLE, N. Y.: Who makes 
Bethlehem socket wrenches?—E. L. 
Durkee & Co. 

ANSWER: Splitdorf-Bethlehem Elec- 
trical Co., 392 High Street, Newark, 
RX. §. 

* * * 

PHILADELPHIA, Pa.: Furnish name 
and address of a manufacturer of tree 
surgery tools——Murta, Appleton & Co. 

ANSWER: Mack Tool Co., Inc., 
Rochester, N. Y. 


* * * 


Montreat, Que., CANADA: Provide 
name and address of the manufacturer 
of a device used in Philadelphia and 
Baltimore called a Busybody. It is an 
arrangement of mirrors to be attached 
to the outside of a second floor front 
window, which enables anyone inside 
to see the reflection of any caller at the 
front door, and in addition provides 
views both up and down the street.— 
The Builders Temple. 

ANSWER: William Bayer, 257 N. 
Second Street, Philadelphia, Pa. 


ee 2 * 


Exmira, N. Y.: Who makes the Acme 
egg weighing scale?—-The George W. 
Peck Co. 

ANSWER: Specialty Mfg. Co., 2362 
University Street, St. Paul, Minn. 


* + 


New Britain, Conn.: Where can we 
obtain old fashioned nut crackers 
mounted on boards?—The Kolodney 
Bros. Hardware Co. 

ANSWER: Arcade Mfg. Co., Free- 
port, Ill.; E. C. Stearns & Co., Syra- 
cuse, N. Y., and Stover Mfg. & Engine 
Co., Freeport, Ill. 


JULY 20, 1933 


[ 


Brooktyn, N. Y.: Furnish address 
of the Drake Electric Co.—Singer & 
Singer. 

ANSWER: 3654 Lincoln Avenue, 
Chicago, Il. 

* * *% 

Corpova, ALASKA: Where can we 
purchase a new style zipper fastener 
that is made of coil springs?—North- 
western Hardware Co. 

ANSWER: G. F. Prentice Mfg. Co., 
New Britain, Conn. 


* * * 


Assury Park, N. J.: Who makes the 
America drink mixer, an electric ma- 
chine retailing for $1?—Buchanon & 
Smock Lumber Co., Inc. 

ANSWER: Liberty Bell Mfg. Co., 
116 Broad St., New York, N. Y. 


* 8 @ 


Pontiac, Micu.: Who makes a red 
ink for marking cutlery ?—Keego Hard- 
ware Co. 

ANSWER: Thaddeus Davids Co., 
97 Van Dam St., New York, N. Y. 


* *+ 


ASHLAND, Onto: Furnish addresses 
of several manufacturers of fertilizer 
spreaders and seeders suitable for use 
on private lawns and small estates.— 
Union Hardware & Supply Co. 

ANSWER: Hoeft & Co., Inc., 1309 
Davis St., North Chicago, Ill.; and Ten- 
nessee Corp., 61 Broadway, New York, 
Ne Ss 

* *& # 

BattimoreE, Mp.: Who makes aqua- 
rium cement ?—Joseph Libauer. 

ANSWER: Wm. Connor Paint & 
Mfg. Co., Troy, N. Y., and Hans Jen- 
sen Mfg. Co., Chicago, II. 








Youncstown, Ouro: Who makes 
porcelain bathroom fixtures such as are 
sold by chain stores, having wedge 
shaped devices to hold them on walls? 
—Stambaugh-Thompson Co. 

ANSWER: Bay Ridge Specialty Co., 
Trenton, N. J. 


* * *% 


StamForp, Conn.: Provide name of 
the manufacturer of Eagle farm 
wagons.—The Lockwood & Palmer Co. 

ANSWER: Eagle Truck Body & Mfg. 
Corp., Auburn, N. Y. 


* * * 


Brooktyn, N. Y.: Who makes Super 
Maid aluminum cooking utensils?— 
Montauk Tool & Hardware Supply. 

ANSWER: Super Maid Cook-Ware 
Corp./ 2742 W. 36th Place, Chicago, Ill. 


* * * 


ELectra, TExAS: Who makes a wood 
sign having letters shaped with studded 
jewels, which reflect the light from ap- 
proaching cars, making the sign appear 
as if illuminated?—Star Cash Hard- 
ware Co. 

ANSWER: Sommers Bus Appliance 
Co., Saginaw, Mich., and Nelke Sign 
Mfg. Co., Union Square, North, New 
York, N. Y. 

*% * * 

Wartertoo, Iowa: Advise names and 
addresses of several manufacturers of 
knocked-down paper cartons.—-Water- 
loo Hardware Co. 

ANSWER: Robt. Gair Co., 420 Lex- 
ington Ave., New York, N. Y.; Badger 
Carton Co., 3238 North Bremen St., 
Milwaukee, Wis., and Ohio Boxboard 
Co., Rittman, Ohio. 
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From this suggestion, the Chicago 
Retail Hardware _ Association’s 
model store adapted the window 
shown above. Dayton Buck, dis- 
play man, is enthusiastic about 
these suggestions and often com- 
bines them with his own display 
fixtures, as he did in this case. 
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This window is built upon a foundation of Series B, Harpware AcE Interchange- 
able Display Fixtures as il:ustrated in the small cut left. 
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AMPING and canning — 
that’s what they do—just 
now. Here are suggested 

windows and actual photos that 
will make it easy to produce real 
shopper stoppers. Remember 
your color scheme should lean to 
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Sullivan Freeman Hardware Co., Greenville, S. C. 


the cool colors for the remainder 
of this month and the first two 
weeks of August. Blues and 
greens and some white if you pre- 
fer it. Canning is a hot job and 
the cool colors will make it seem 
less so to the customer who looks 
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This window uses the Harpware Ace Interchangeable Series A as illustrated in 
the small cut at right. 
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at your display. People go 


camping to get away from heat, 


too, so make them cool, green 
and inviting. 

The Harpware AGE_ inter- 
changeable displays are again 
used in the suggested windows 
and more are to come in which 
they are used as foundations. 
Better ask for the free sheet of 
instructions that the window dis- 
play editor has for you. No ob- 
ligation or strings attached. The 
idea is to help make good window 
trimming easier. You build 
your own fixtures according to 
the simple instructions. 
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Easy-to-follow lettering 


instructions that put snap 
and punch in your cards 


HE most beautiful lettering 
that can be devised will not 


of itself make a good show 
card. In a suit of clothes it is the 
cut or style that gives it its general 
effect, not the fine cloth or the fine 
sewing. 

So also in a card, it is the de- 
sign or layout that gives it style. 
Fine lettering is of secondary im- 
portance. In fact, a beautifully de- 
signed card will suffer only little 
from lettering that is not so finely 
formed. 

Let us therefore consider some of 
the things that go to make up good 
design in show cards. 


Tip From the Greeks 


First and foremost is the shape of 
the card itself. Its proportions must 
be pleasing. It must be neither too 
long nor too broad. Its propor- 
tions must not be too common nor 
too obvious. Such proportions are 
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not interesting. The most pleasing 
proportions were discovered by the 
ancient Greeks many centuries ago 
as those of about five by eight. This 
was known as the Golden Mean or 
measure. ; 

The Rules for Margins—Ilf you 
hold up a card and place your pen- 
cil where you think the center is, 
you will probably find that this cen- 
ter is slightly above the actual or 
measured center. Similarly, if you 
place your pencil on the top edge 
of the card and draw it down slowly 
till you think you have reached the 
center, you will again find that the 
center thus optically found is slight- 
ly above the actual center. 

These experiments seem to prove 
that the eye is satisfied as to the cen- 
ter of a card only if it is placed 
slightly above the mathematical cen- 
ter. In fact, if you divide the card 
on the exact center, it will look un- 
evenly divided—the upper half look- 





Make the Card Balance 


ing larger than the lower. To 
make up for this optical illusion, 
and to satisfy the eye, it is there- 
fore well in our work to use the 
optical center rather than the 
mathematical or actual. See Fig. 1. 

The rules for margins therefore 
follow: 

1. Bottom margins should always 
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Fig. 1. In laying out cards, use the optical, not 
the actual center. Leave wide margins all around 


be larger than the top, while the 
two side margins should be equal. 

2. In a vertical or upright card, 
the side margins may be narrower 
than the top, while in a horizontal 
or broad card, the side margins may 
be wider than the top. Again, see 
Fig. 1. 

One of the commonest examples 
of poor arrangement is the scatter- 
ing of the lettering all over the card 
without provision for margins. 
This is bad because it makes the 
card look too full, and deprives us 
of sufficient background against 
which to see the words clearly. 


as you wish it to appear on the 
card. Group those parts which be- 
long together in thought into com- 


—the price, the name of the mer- 
chandise, the sale? 

Dominance is one of the most im- 
portant elements in a well arranged 
card. It helps to hammer home the 
central idea of the card. By care- 
fully grading the copy so that the 
main idea is dominant, the card is 
not only unified but is also made 
simpler and clearer. Thus, while 
busy people may not read the whole 
card, they will nevertheless be at- 
tracted to the main thought, be- 
cause you have given it punch. 

The following are the various 
means for gaining emphasis. You 
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It is better for all purposes to 
group the copy in masses well in 
on the card, so that there are very 
generous white margins all around. 
See Fig. 2. On a given card, plan 
for smaller lettering with wide mar- 
gins all around, rather than large 
lettering filling the card to the edge. 
Your card must create a good first 
impression. It must therefore be 
clear and legible. People do not 
go about trying to read cards. 

How to Arrange Copy. — Write 
out your copy. By “copy” is meant 
all the material that is to go on the 
card. Boil it down to as few words 
as possible. Your copy need not be 
in sentences—short catch phrases 
are better. They read faster. 

Now, arrange the copy in lines 
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Fig. 3. Informal layouts are effective 
but more difficult. A sense of balance 
is necessary to achieve good results 


pact masses. Leave generous white 
spaces between these masses. These 
spaces between the masses should be 
larger than those between the lines 
of lettering that compose the masses. 

Emphasis—Dominance. — Deter- 
mine the relative importance of 
the various parts of your copy. 
What is it you wish to drive home 


Fig. 2. Formal layouts like 


these are always in good taste 


may use any one or more of them 
in your card. 

1. Increase the size of lettering. 

2. Increase the thickness of the 
lettering. 

3. Change the style of the letter- 
ing. Be sure, however, that all the 
lettering on your card is related in 
style. 

4. Use all capitals, when else- 
where you have used lower case. 

5. Change the color. 

6. Set out the element in a larger 
clear space. 

7. Use underscoring lines and 
decorative elements. 

The Two Kinds of Balance.— 
There are two ways of laying out 
a card. You may arrange all your 
copy in the center of your card, so 
that everything is balanced equally 
on each side of the center line, as 

(Continued on page 46) 











COMPLETE WITH TORT Win coRp 








pied 











be 











Fig. 4. Make several thumb-nail sketches and select the most forceful 
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LETTERS wo une Editor 


Sales Help Data Should Be Packed With 


Merchandise; Available at the Point of Sale 


by H. H. TUCKER 
President, Fones Brothers Hardware Co., Little Rock, Ark. 


Dir secanrstapeientcag tg has always been 1 

favorite sport in the field of hardware 
distribution. The retailer blames the whole- 
saler, the wholesaler blames the manufac- 
turer and some of the manufacturers blame 
the retailer, forming a complete circle of 
“buck passing.” 

The writer has no desire to finger-point 
in this article, but only points out a con- 
dition which exists, and which is within 
the power of the manufacturer, as an in- 
dividual, to correct, as regards his product. 
I can best illustrate the idea by relating an 
actual incident that happened at the Furni- 
ture Mart during the January show. | 
visited the display of a manufacturer of 
occasional tables. In a general discussion 
of the trade situation, this manufacturer 
complained that his line was not receiving 
proper representation on retail floors. | 
asked him to take one of his tables and 
point out to me its selling points. At ran- 
dom he picked up one table out of the 
display and went over it with me. When 
he had finished, we found that there were 
nine points about the table which the re- 
tail salesman should know in order to 
properly sell it to a customer and prop- 
erly justify in the customer’s opinion the 
price that would have to be asked for it. 
Strange as it may seem, seven of these 
points were points of concealed value, 
which the retail salesman would ordinarily 
not recognize. I asked the manufacturer 
what attempt he made to inform the retail 
salesman about his merchandise. He named 
the following things: 

“We advertise nationally; we furnish dis- 
tributors with photos and literature; we 
also get out booklets and catalogs on our 
line; our goods are sold to the trade by 
experienced men who know the line.” 

The point I want to make is that this 
furniture manufacturer is doing the same 
things that many hardware manufacturers 
are doing. He overlooks in his selling pro- 
gram one very important point and that is, 
that in the chain of distribution, the 
thread of information may be broken, per- 
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haps at the buyer’s desk in the wholesale 
house, perhaps by the wholesaler’s sales- 
man, or perhaps by the proprietor of the 
retail store. In a busy world, it would be 
quiet remarkable if the necessary informa- 
tion were passed on to the retail clerk. 
Even though we grant that the manufac- 
turer’s booklet or catalog reaches the re- 
tail store, it would be rather a coincidence 
if the retail clerk could put his hand on a 
booklet at the time a customer happened 
to come in, inquiring for a table. 

I asked the manufacturer if he packages 
with each table that he manufactures, s» 
attached to the table that it would ordi- 
narily stay with it, information, regarding 
that particular table. He said he did not. 
I asked him what the cost of packaging 
such information with each table that he 
manufactured would run to, and he said it 
would be practically nothing. In _ other 
words, he could send out with insignificant 
expense with each table a card attached 
to the table, which woyld give the retail 
salesman the necessary selling ammunition. 

Upon my return home, I made it a point 
to go over our salesroom to see whether 
or not the same practice prevailed among 
the hardware manufacturers. From the 
investigation that I made, I am convinced 
that 90 per cent of the articles we handle 
carry practically no selling information 
either attached to the article or in the 
package with it. 

We have lines of stoves for sale to the 
hardware merchant and the stoves do not 
carry in the package any selling informa- 
tion whatsoever. The same thing is true 
of refrigerators and other items that run 
into a considerable unit value. 

It appears to me that the manufacturer is 
missing a wonderful opportunity to have 
the goods that he makes properly presented 
to the public. 

The rapid growth of the mail-order 
houses can be attributed in a large degree 
to the full information carried in the cata- 
logs about their merchandise. 

Another point I want to bring out is 





that it is nothing unusual in retail hard- 
ware stores to have stocks of from three 
to four thousand items. It takes years of 
training for a retail salesman to pick up 
much information, regarding so many dif- 
ferent items. 

If you are a manufacturer selling, say, 
hammers, you doubtless make a line that 
is of a wide price range. You, the maker, 
can distinguish the points of value that 
justify the higher price on a certain ham- 
mer, but can the retail salesman who is 
selling the hammer or the consumer who 
buys perhaps two or three hammers in a 
lifetime, have the same discrimination 
and judgment of value? If the retail sales- 
man can’t explain why the customer should 
buy a $1.25 hammer instead of a 50c seller, 
which looks almost identically like the 
$1.25 one, how can he intelligently make 
the sale? Do you not think that the 
chances are decidedly against the sale of 
the higher priced article? 

It appears to the writer that the manu- 
facturer who does not furnish complete 
selling information packaged with his mer- 
chandise, is missing, first, an opportunity 
to expand ‘his business and, second, the 
opportunity of assisting his wholesale and 
retail outlets to obtain a greater volume 
of business. 

One of the best ways for the inde- 
pendent retail merchant to combat chain 
store competition is by having a reason- 
able part of his sales in high grade, quality 
lines. The independent merchant must 
have the reasons for the price. A con- 
siderable portion of the buying public is 
always willing to pay for value and quality 
if the presentation of the retail clerk as- 
sures them that they are getting the worth 
of their money. 

Ask yourself if you are doing what you 
can to help move the goods you make off 
the retail floors of the independent mer- 
chants. All selling is most easily done if 
the requirements of the buyer are con- 
sidered. Definite selling information—writ- 
ten from the viewpoint of the consumer 
—tied in with the merchandise, should be 
a big help to the independent dealer. 

This idea is not a hazy, theoretical cure- 
all—it can be carried out. 
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The National Recovery Act Does Not 
Require Joining Any Organization 


Saranac Lake, N. Y.—The Industrial 
Recovery Bill has become a law and it 
seems to be mandatory on the part of the 
jobber and retailer to join some organiza- 
tion that will submit to the President of 
the United States a code or codes on which 
to work. 

Have you an association through which 
you will submit the code? If so, we would 
very much appreciate seeing a copy of 
same and will you tell us what you know 
about a jobber’s association in this par- 
ticular industry with whom we may ally 
ourselves? Would like some information 
about the retail end of the business—we 
understand if an organization is not 
formed, the Government will form one to 
which one must adhere. 

Any information you may give us will 
be greatly appreciated. 

A. A. BouLLey, Secretary, 
Geo. L. Starks & Co., Inc. 


Harpware AGE welcomes the opportunity 
to help all readers solve business prob- 
lems. L. W. Moffett, our Washington rep- 
resentative, will be pleased to answer any 
further specific queries regarding the Na- 
tional Recovery Act or other legislation 
effecting business. Letters of general trade 
interest will be published. Our reply to 
Mr. Boulley follows: 

Your letter of June 24 asks us if we 
have an association through which a code 
may be submitted. Harpware AGE is an 
independent publication, not affiliated with 
any association. 

There are existing associations for man- 
ufacturers, wholesalers and retailers, com- 
petent to represent these three “factors of 
our industry in code preparations. If you 
are operating as a wholesaler, communi- 
cate with George A. Fernley, Secretary 
Treasurer, National Hardware Association, 
505 Arch Street, Philadelphia, Pa. If you 
are interested in the retail group, I would 
suggest that you communicate with John 
B. Foley, Secretary-Manager, New York 








Thank You, Mr. Heller 


Dayton, On1o—While your magazine 
does not particularly apply to our indus- 
try, nevertheless I would consider that we 
were very ungrateful if we did not attach 
a dollar bill to this letter for a year’s sub- 
scription, in lieu of the fact that you were 
kind enough to send us reprint of Mr. 
Marshall’s article (HARpwARE Ace, April 
27, 1933) and also that of your Mr. C. J. 
Heale (Harpware Ace, May 11, 1933). 

The two articles alone were worth many 
times the cost of a yearly subscription to 
Harpware AGE and undoubtedly there will 
be other such articles from time to time 
that will more than justify the small 
yearly subscription. 

I want you to know that I appreciate 
your sending these two articles more than 
I can tell you and thanking you most sin- 
cerely, I remain 

A. Z. HELLER, 
The York Supply Company. 
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State Retail Hardware Association, 510 
Hills Building, Syracuse, N. Y. 

It is not necessary to join an association 
under the new law. General Johnson has 
stressed the desirability of an association 
affiliation but reminds all business that 
association membership is not mandatory, 
nor does the new law bar a minority group 
or an individual company from a full and 
complete fair hearing on code matters. 

The Government will not form any as- 
sociation, nor will it insist upon any as- 
sociation. It will insist that associations 
making requests for code hearings have evi- 
dence of ample representation among the 
group it wishes to represent. 

In the July 6 issue of Harpware AcE 
a story by L. W. Moffett really answers 
most of the problems you have in mind. 


From a German Hardware 
Magazine 

Bertin, GERMANY—In the issue of April 
27 of Harpware Ace we found your in- 
teresting article “A hardware store layout 
built for prosperity,” by J. C. Amis. As 
we should like to: publish in our journal, 
Der Eisenhandler, the impressive illustra- 
tions showing the Chicago Retail Hard- 
ware Association’s model store at the 
Merchandise Mart, we should be very 
thankful to get from you a copy of each 
photo. 

We are sure Der Eisenhandler is well 
known to you, but notwithstanding, we 
should be glad to send you some issues 
of our journal. 

Hoping to find an early opportunity of 
reciprocating your service we thank you in 
advance for your endeavours. We are, dear 
sir, 

Fest-THOMAS, 
Der Eisenhandler. 





Jobber Should Be Nothing More 


Than a Distributor 


Cuicaco, Itu.—After reading all that 
has been published in Harpware AGE, to- 
gether with Harpware Ace Platform in 
reference to “price competition studies,” 
one gets the impression that the retail 
dealer is like an infant in swaddling clothes 
needing the care of a _ tender hearted 
mother. 





Cc. G. BARTH 


It has often been ‘stated that as a class 
hardware retailers are men of higher char- 
acter and intelligence and better credit 
risks than any others engaged in retailing. 
Just what he should need all this help on 
prices, store arrangements, window trim, 
advertising, stock control, etc., of which 
we read so much lately, is hard to under- 
stand. 

I do not think that it is the function 
of the jobber to become the educator of the 
retailer. In fact many dealers resent such 
well meant interference with their busi- 
ness. Most of them prefer to maintain 
their individuality and not surrender their 
independence. 


I know of many dealers who do not be- 
long to any buying syndicate, receive no 
jobber aid and supervision and yet are 
successful merchants even through this 
business depression period. They are 
happy in the thought that they still man- 
age their own affairs. 

When it becomes necessary for a job- 
ber to so closely supervise his customers 
and to give them all the proposed aid then 
he might just as well own and manage 
the stores. My own view is that the 
function of the jobber is nothing more 
than that of distributor for the manufac- 
turer receiving the merchandise from hun- 
dreds of sources, breaking it up into 
quantities to suit the dealers’ requirements 
and assembling the orders for shipment. 

For this service the jobber makes a 
nominal charge which when added to the 
factory costs is hardly reflected in the 
pricé to the consumer, provided the dealer 
is satisfied with a fair profit. I am now 
speaking of the average or smaller deal- 
ers. The larger dealers always have been 
and are still solicited by the manufac- 
turers. . 

Much has been said about dealer owned 
jobbing houses, but remember, just as soon 
as such houses are established then they 
have the same overhead expenses as the 
so called legitimate jobbers, less perhaps 
salesmen’s expenses which after all is not 
such an important factor. 

What then, is the advantage for a dealet 
to take stock in a jobbing house. True, 
several such establishments are or at least 
were successful, but this was during pros- 
perous times. I am sure that when busi- 
ness again gets back to near normal the 
average retailer’s troubles will be over and 
he will attend to his own affairs without 
supervision and be prosperous and happy 
in the thought that he is still an individual. 

C. G. Bartu, Vice-President, 
Rehm Hardware Co. 
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MASBACK ANNOUNCES 
N. Y. CODE COMMITTEE | 


E. R. Masback, 
Masback Hardware Co., Inc., | 
New York City, is chairman of | 
the Metropolitan Wholesale | 
Hardware, Housefurnishings & | 
Woodenware Association, New | 
York Chapter of the National | 
Hardware Association’s code 
activities in connection with the 
National Industrial Recovery 
Act. The first meeting of the 
association was held Tuesday, 
July 18, at the Hardware Club, | 
253 Broadway, New York City. 
Members of the organization 
committee of the association 
are: W. L. Blumberg, W. L. | 
Blumberg Co.; J. K. Eldridge, | 
Sickels-Loder Co.; Albert Gold- | 
farb, Baron & Goldfarb; A. J. | 
Kirschgessner, Wm. Golden. | 
blum Co.; A. L. Lane, Loring. | 
Lane; Herbert Lawrence, Un-| A. F. Fifield has been elected 
derhill-Clinch; M. Lickumovitz, | president of the American Fork 
Columbia Woodenware Co.; D. | & Hoe Co., Cleveland, Ohio, suc- 


president, | 





A. F. FIFIELD 


Nadelson, Manhattan Enamel- | ceeding G. B. Durell, who wiil 
ware Co.; Wm. P. Oese, John | serve as chairman of the board. 





Giesinger Corp.; David Roth- Mr. Fifield, who has been as- 


baum, Rothbaum & Leinwand; | sociated with the company for a 


Jack J. Sable, Phoenix Hard- | number of years in charge of the 
ware Co.; A. Silver, D. Silver 
& Co; C. J. Smith, C. J. | 


Smith & Co., and H. Voege, H. 
Kornahrens, Inc. 


DISCUSS RECOVERY ACT | 
AT SPECIAL MEETING | 


John B. Foley, secretary, New 
York State Retail Hardware As- 
sociation, addressed the special | 
meeting of the Hardware & Sup- | 
ply Dealers Association of Man- 
hattan & Bronx Boroughs, held 
at the Yorkville Chamber of | 
Commerce, New York City, on | 
July 11, on the subject of the | 
provisions of the | 

| 








National In- | 
dustry Recovery Act. Mr. Foley 
discussed the proposed code for | 
retailers and commended Harp- 


WINTHROP WITHINGTON 


: : Railway Appliance Division, 
WARE AGE on its prozressiveness : y PP Ai 
| brings to his new position a 


in discussing the code, and for : . = 
‘ : : | broad viewpoint of merchandising 
the questionnaire submitted by | 
it to members of the association. 
R. J. Atkinson, Brooklyn, 
N. Y., past president, N.R.H.A., 
expressed his doubts of benefits 
to be derived from a retailer’s 


to a very successful manufactur- 
ing career. In one of his earlier 
manufacturing and merchandis- 


distributor for the Reo 


code. Jean W. Blair, president | Car Co. in Canada. He sent the 
of the Manhattan and Bronx As- | first car across Canada from 
sociation, presided at the meet- | Halifax to Vancouver. During 
ing. the war period, from 1914 to | 
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| 








| in the hardware field, in addition | 


ing positions he was Dominion | 


Motor 


| American Fork & Hoe Co. Elects A. F. Fifield President— 


Succeeds G. B. Durell Who Becomes Chairman 


1919, he manufactured munitions 
for the British government. 

In addition to Mr. Fifield and 
Mr. Durell, other officers are: 
George T. Price, vice-president in 
charge of sales; Winthrop With- 
ington, vice-president in charge 
of manufacturing; R. H. Cow- 
dery, vice-president, and A. W. 
Ferguson, secretary and treas- 
urer. 

These changes and a_ reduc- 
tion in the directorate from 29 to 
11 members were a result of 
unanimous action by the stock- 
holders. The board is made up 
of Mr. Durrell, Mr. Fifield, Mr. 
Price, Mr. Withington, Gerrard 





GEORGE T. PRICE 


' 
E. Kelly, Vincent L. Banker, Mr. 
Cowdery, E. W. McCarty, Leslie 
Drake, H. Lee Bassett and War- 
ren K. Cowdery. 

It was stated, following the 
meeting, that Mr. Durrell wished 
to relieve himself of the ardu- 
ous duties he has shouldered 
since 1923, at which time he suc- 
ceeded W. H. Cowdery as presi- 
dent. 

Company sales have shown a 
decided uptrend in the past 99 
days and plant operations are 
continuing on improved sched- 
ules. The company has fac- 
tories at: Ashtabula, Conneaut 
and Geneva, Ohio; Wallingford, 
Vt.; Fort Madison and Montrose, 
la.; Charlestown, W. Va.; N. 
Girard, Pa.; Dunkirk, N. Y.; 


| Memphis, Tenn., and operates the 


National Handle Co. with plants 
at Plymouth, N. C.; Columbus 





G. B. DURELL 


t Johnsbury, Vt. 





IVER JOHNSON MOVES 
SEVERAL OFFICES 


The New York City offices of 
the Iver Johnson’s Arms & 
Cycle Works, Fitchburg, Mass., 
have been moved to larger quar- 
ters at 85 Chambers St.,. New 
York City. The Chicago office 
| has been moved from the fourth 
|to the second floor at 105 W. 
Lake St., where larger quarters 
are also occupied. The San 
Francisco branch, under direc- 
tion of the Phil B. Bekeart Co., 
has: moved to larger quarters at 
131 Market St. 








J. W. CARRIGAN IS U, S. 
VICE CONSUL AT VIGO 


J. W. Carrigan, brother of An- 
drew Carrigan, formerly presi- 
dent of Dunham, Carrigan & Hay- 
den Co., has been appointed vice- 
consul at Vigo, Spain. Mr. Car- 
rigan’s father was the late Clar- 
ence Carrigan, U. S. Consul Gen- 
eral at Uruguay. . 


OBERDORFER MAKING 
BEER BUNGS AND TUBES 


The M. L. Oberdorfer Brass 
Co., Syracuse, N. Y., manufactur- 
ers of brass and aluminum prod- 
ucts, is now manufacturing a line 
of New York type bronze beer 
bungs, draught tubes, with valves 
tested to 35 lb. pressure, tapping 
irons and wrenches. 
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Associated Tackle Manufacturers 
| Organize to Operate Under Recovery Act: 


For operation under the Na- 
tional Recovery Act the Associ- 
ated Fishing Tackle Manufactur- 
ers was organized to supersede 
the previously existing Fishing 
Tackle Manufacturers Institute 
and the Fishing Tackle Manufac- 
turers’ Association. The group 
met June 28, 29 and 30 at the 
Mayflower Hotel, Washington, 
D. C., during which time adoption 
of a code was discussed. 

J. E. Kinnear, the American 
Fork & Hoe Co., Geneva, Ohio, is 
president of the organization, 
while E. B. Ibbotson, Horrocks- 
Ibbotson Co., Utica, N. Y., is 
vice-president. E. P. Hoyle, 
former sales manager of the Rich- 
ardson Rod & Reel Co, Chicago, 
Ill., resigned that position to be- 
come secretary-treasurer of the 
Associated Fishing Tackle Manu- 
facturers. Mr. Hoyle has his 
office at his home, 4131 Addison, 
Street, Chicago, III. 


The organization comprises 
nine divisions: ]—wood rods; 
2—metal rods; 3—reels; 4— 


lines; 5—flies, snelled hooks, gut 
and wire leaders; 6—wood, metal 
and composition baits; 7—fish- 
hooks; 8—floats, furnished l'nes 
and sinkers, and 9—sundries. 
Each division has its own chair- 
man. The president and vice- 
president of the organization and 
the chairman of each group are 


members of the executive com- 


mittee. 

On July 20 a number of divi- 
sion meetings will discuss a code 
for the fishing tackle industry. 
Meetings on July 21 and possibly 
July 22 will adopt and amend the 
code, as proposed by the division 
meetings. 


“BUY AMERICAN” TALK 
WAS MEETING FEATURE 
At the June 13 meeting of the 
Seattle Pot & Kettle Club, held 
at the Washington Hotel, Seattle, 
Wash., Ralph Horr, former Con- 
gressman, discussed the “Buy 
American” campaign and its ef- 
fect on business. A. J. Martin. 
president of the club, presided 
over the session as well as that 


held June 20 at the same meet- | 


ing place. The June 20 meeting 
was given over largely to infor- 
mal discussions of business con- 
ditions. 





150 DEALERS VISIT 
BLACKSTONE CO. PLANT 


More than 150 dealers in west- | 


ern New York and northwestern 
Pennsylvania recently visited the 
Blackstone Mfg. Co. plant at 








| held in Richmond Va. 








MISSOURI RIVER JOBBERS 
DISCUSS PROBLEMS 


Hardware jobbers located along 
the Missouri River met in Kansas 


Model D washing machine. | ISBESTER DIRECTS YALE | City. Mo., at the Kansas City 


After the factory inspection trip, 
luncheon and a sightseeing tour 
around Chautauqua Lake the 
dealers turned the gathering into 
a general open forum on sales 
methods. 

P. S. Moynihan, sales manager 
of the company, told the dealers 


| that all parts of the company’s 


plant are running at full capacity. 


J. A. LOSEE, JR. JOINS 
FATHER IN BUSINESS 


John A. Losee, Jr., has been 
made assistant manager of the 
Buchanan Hardware Co., Rich- 
field Springs, N. Y., and will this 
summer share the responsibility 
of managing the company’s stores 





J. A. LOSEE, JR. 


in Richfield Springs and Nor- 


wich, N. Y. After graduation 
from the Wharton School of 


Bus‘ness, University of Pennsyl- 
vania, Philadelphia, Pa., next 
year he will be permanently as- 
sociated with his father. 

Mr. Losee, Jr. has spent his 
summer vacations for several 
years in the company’s employ in 
various capacities. 


STEWART-WARNER CORP. 
ELECTS DIRECTORS 


Nine directors were elected at 
the recent meeting of the Stew- 
art-Warner Corp., Chicago, IIl., 
Sidney 


Adler, Chicago, Ill., and R. J. 


| Graham, Belleville, Ont , Canada, 


Jamestown, N. Y., to witness pro- | 


duction of the company’s new 


1933 


JULY 290, 


were added to the board, which 
was increased to nine members. 
The following directors were re- 
elected; C. B. Smith, L. H. 
LaChance, V. R. Bucklin, J. E. 
Otis, Sr., Ralph M. Shaw, R. J. 
Dunham, and Eugene V. R. 
Thayer, all of Chicago. 





DIVISION SALES | 
George C. Isbester, who has 
been in continuous contact with 
the railroad supply and equip- 
ment industry since 1899, has 
become associated with the Yale 
& Towne Mfg. Co., Philadel- 
phia, Pa., division to direct sales 
of hand and electric trucks and 
tractors to railroads in the Mid- 
western territory, with offices in 
Chicago, IIl., in the Railway Ex- 
change Bldg. He has for several 
years been identified with the de- 
velopment of materials handling 
methods and equipment for rail- 
road terminals, stores, shops and 
freight houses. He entered the 
railroad field in the mechanical 
department of the Great North- 
ern in 1899, 


SEATTLE POT & KETTLE 
CLUB CLOSES SEASON 


Members of the Seattle Pot & | 
Kettle Club met recently at the 
Washington Hotel, Seattle, 
Wash., with president A. J. Mar- 
tin, presiding. Meetings of the 
organization are being discon- 
tinued until the second Tuesday 
in September. 

The meeting was given over to 
informal discussion. 








C. H. SMITH OPENS MOP 
PLANT IN FREEPORT 


Clarence H. Smith, former su- | 
perintendent of the North Ridge | 
Brush Co., has opened a brush | 
and mop factory in the Henney 
Building, Freeport, III. 


Club, on July 5, for informal dis- 
cussion of trade problems. Al- 
though having no formal associ- 
ation these wholesale hardware 
distributors meet to discuss 
freight rates and other matters 
of concern whenever desirable. 

Representatives from Townley 
Metal & Hardware Co., Stowe 
Hardware & Supply Co., Harbi- 
son Mfg. Co. and Richards & 
Conover Hardware Co, all of 
Kansas City, attended the meet- 
ing. A. E. Mize, president, Blish, 
Mize & Silliman Hardware Co., 
Atchison, Kan., J. A. Warner, 
treasurer, Weyth Hardware & 
Mfg. Co., St. Joseph, Mo., and 
Glenn E. Jennings, president, 
Wright & Wilhelmy Co., also at- 
tended. 


ENTERS HEAVY AIR 
CONDITIONING FIELD 


E. G. Biechler, president and 
general manager, Frigidaire 
Corp., Dayton, Ohio, has an- 
nounced the entrance of his or- 
ganization into the field of heavy- 
duty air conditioning. The com- 
pany is introducing nationally 
large capacity equipment designed 
to handle the air conditioning 
loads required for retail estab- 
lishments, theaters, office build- 
ings and apartment houses. 


F. P. WINCHESTER AGAIN 
REPRESENTS RUBBERSET 


Fred P. Winchester, 506 Sharon 
Building, San Francisco, Cal., 
manufacturers’ agent, is again 
representing the Rubberset Co., 
Newark, N. J., in the Pacific 


' Coast territory. 





INDEPENDENT LAMP MANUFACTURERS FORM 
GROUP TO ADOPT RECOVERY ACT CODE 


Representatives of 14 independ- 
ent manufacturers of incandes- | 
cent lamps met June 29 at the 
Paramount Hotel, New York City. 
to organize for the purpose of | 
adopting a code under the terms 
of the National Industrial Recov- 
ery Act. The group organized | 
under the name, Incandescent | 
Lamp Manufacturers’ Association. | 

Gustave Herzberg, Jewel In- | 
candescent Lamp Co., Newark, | 
N. J., was elected president of the | 
association, while R. H. Amberg, | 
Central Vacuum Products Co., 
Newark, N. J., was named vice- 
president. Louis Scheff, Duro- 
Test Corp., New York City, is | 
secretary and A. M. Parker, Wa- 
bash Appliance Corp., Brooklyn, 
N. Y., is treasurer. 

Louis Eisler, Eisler 


Electric 


| L. Bernstein, 


Corp., Newark, N. J., is chairman 
of the executive committee. Other 
members of the committee are: 
Max Ettinger, Save Sales Co., 


| Toledo, Ohio, Mr. Amberg and 


Mr. Eisler and H. 

Sun-Glo Lamp 
Works, Inc., Brooklyn, N. Y., are 
members of the publicity com- 
mittee. 

In addition to the companies 
mentioned above the following 
firms are members: Merchants 
Supply Co., Jersey City, N. J.; 
Pennsylvania Illuminating Co., 
Scranton, Pa.; Lightmore Appli- 
ance Co., New York City; Won- 
derlite Co., Orange, N. J.; Fila- 
ment Export Corp., New York 
City; International Incandescent 
Lamp Co., Hoboken, N. J., and 


Mr. Parker. 


| Guarantee Lamp Co., Brooklyn, 


tes He 
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CUNNINGHAM ASSUMES ACTIVE SALES MANAGEMENT 
OF A. B. W. TO SUCCEED N. T. JACOBS 





Harold Cunningham was re-@ 


cently elected vice-president in 
charge of sales of the Ames 
Baldwin Wyoming Co., Parkers- 
burg, W. Va., as announced in 
the July 6 issue of HarpwarE 
AcE. 

Mr. Cunningham joined the 
sales organization of the Bald- 
win Tool Works in the early part 





H. CUNNINGHAM 


of 1919 and was elected vice- 
president in charge of sales in 
1924, which position he filled un- 
til Baldwin Tool Works became 
a part of the Ames Baldwin Wyo- 
ming Co. in September, 1931. 
Following formation of the Ames 
Baldwin Wyoming Co., he was 
appointed district sales manager 
for 10 states. On Jan. 1, 1932, 
he was promoted to assistant 
general sales manager, which 
post he held until his election as 
vice-president in charge of sales 
by the board of directors at the 
April, 1933, meeting. 

N. T. Jacobs resigned June 16 
as sales manager of Ames Bald- 
win Wyoming Co. 


UNITED SERVICE DIRECTS 
BONDED HARDWARE 
STORES 


United Service Advertising. 
972 Broad St., Newark, N. J., 
affiliated with the Royal Stores 
Plan in New Jersey, has taken 
over the direction of the Bonded 
Paint & Hardware Stores, oper- 
ating on Long Island, in New 
York State. Both the Royal and 
Bonded groups are voluntary 
hardware chains. 

The stores of the Bonded 
Paint & Hardware group are be- 
ing rearranged. Bonded Deal- 
ers, Inc., a New York corpo- 
ration, franchises its dealers as 
members of the Bonded Stores, 
provides advertising material 
and simplified stock control and 
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| arranges for periodic visits, in- 
| spections and recommendations | 


of merchandise supervisors as 
well as dealer meetings. 

The dealers pay an entrance 
fee, a monthly fee for advertis- 
ing costs, etc. Advertising signs, 
emblems, etc., are leased to 
dealer for duration of the azree- 
ment. Either the company or 
the dealer shall have the privi- 
lege of revoking the agreement 
on ten days’ notice. The com- 
pany may revoke the agreement 
for failure of the dealer to co- 
operate in various sales promo- 


| cially stoves designed for oil. 


== OBITUARY =— 


tion and advertising programs or | 


upon failure to pay monthly 
membership fee when due. The 
dealer may revoke the agree- 
ment for any cause  whatso- 
ever upon ten days’ notice. 


LINDSAY LIGHT NAMES 
PALMER AND LONG 


The Lindsay Light Co., Chi- 
cago, Ill., has appointed A. B. 
Palmer, Carleton St., Rochester, 
N. Y., as western New York state 
representative. 
2114 Belmont 


| sistant treasurer in 1909 and two 


J. Ward Long, | 
Blvd., Nashville, | 


Tenn., has been appointed by the | 


company to cover the territory 
embracing Tennessee, Arkansas, 
Louisiana, Oklahoma and Texas. 


PAYNE AGAIN CHAIRMAN 
GREENFIELD TAP & DIE 


Colonel Frederick H. Payne, 
who resigned in May, 1930, as 
chairman of the board of the 
Greenfield Tap & Die Corp., 





COL. F. H. PAYNE 


Greenfield, Mass., to 


| New York City paint and varnish 


WANTS STOVE CATALOGS 


Albany Sales Agency, Inc., 65 
Beaver Street, Albany, N. Y., de- 
sires catalogs and information 
from manufacturers of kitchen 
ranges, heating stoves and espe- 





WALTER H. PENFIELD 


Walter H. Penfield, 61, vice- | 
president and controller of Colt’s | 
Patent Fire Arms Mfg. Co., Hart- | 
ford, Conn., died June 27, follow- | 
ing an operation. As a boy he | 
worked for a quarry and sought | 
temporary employment with the | 
Colt organization during closed | 
seasons. In 1901 he left the quar- | 
rying business to again work for | 
Colt’s company. He became as- 


years later was treasurer. In 1919 
he was elected vice-president and 
controller and became a director 
in 1921. 

He was vice-president and di- 
rector of the Freestone Building 
Co., Portland, Conn., director of 
the Portland Trust Co. and the 
Portland Co. in the same town. 
Mr. Penfield was active in fra- | 
ternal and social organizations. 





WILLIAM H. BOWERS -! 


William H. Bowers, for the past | 
25 years affiliated with Surpless, 
Dunn & Co., New York, and for 
the past 18 years that company’s 
Western sales representative, died | 
recently at his home in Kansas 
City, Mo. Previous to his con- 
nection with Surpless, Dunn & 
Co. he had traveled for Humason 
& Beckley, New Britain, Conn., | 
and for Wm. Rogers Silver Co. of 
Meriden, Conn. He was a mem- 
ber of the “Old Guard” of the | 
Southern Hardware Jobbers As- | 
sociation. 


, HENRY M. TOCH | 


Henry M. Toch, 71, president | 
and director of Toch Bros., Inc., 


manufacturers, died recently fol- 
lowing a long illness. Following 
graduation from college he en- 


| tered the business, of which he 


| was elected 
| years ago. He was also president 


| proofing Corp., and chairman of 
the board of the Standard Var- 


become | 


ass‘stant secretary of war, has | 


resumed his old post with the 
company. Colonel Payne or- 


| 


ganized the company in 1912 | 


and was made president in 


1919. 


president several 


and a director of the R. I. Water- | 
nish Works of New York, which 


was consolidated with the Toch 
business in 1926. 


FRANK W. CLARK 


Frank W. Clark, 63, oldest ac- 
tive member of the firm of W. W. 
Conde Hardware Co., Watertown, 
N. Y., died June 27 at his home 
in that town. He entered the em- 
ploy of the Conde store in 1889. 
He became head clerk and later 





AHLGREN REPRESENTS 
SURPLESS, DUNN CO. 


A. A. Ahlgren has succeeded 
the late William H. Bowers as 
Far Western sales representative 
for Surpless, Dunn & Co., New 
York City. 


was made store manager, which 
position he held at the time of his 
death. When the company was 
incorporated in 1905 he became a 
stockholder with W. W. Conde 
and Burton C. Wilmot. 


CHARLES M. REED 


Charles M. Reed, 71, senior 
member of the Reed Hardware 
Co. and later a partner in the 
Athens Hardware Co., Athens, 
Tenn., died July 2 at his home in 
that town, following a long period 
of poor health. He was identified 
with other business interests in 
that town and served as _post- 
master of Athens for six years 
during the administration of 
President Woodrow Wilson. 


MICHAEL DERRIG 


Michael Derrig, Mapleton, N. 
-D., hardware dealer for 45 years, 
died recently at the age of 75. He 
was active in local political af- 
fairs and served as postmaster 
during the administration of 
President Grover Cleveland. For 


| many years he was treasurer for 


the school and the village. 


WILLIAM A. HARDY 


William A. Hardy, 79, who for 
many years was connected with 
the Keith-Simmons Hardware 
Co., Nashville, Tenn., died recent- 
ly at the home of his son-in-law 


in Springfield, Tenn. 


CHARLES S. WORK 


Charles S. Work, 70, pioneer 
hardware dealer, died recently at 
his home in Logan, Ohio. He had 
been in business for 50 years. 


JOSEPH 0. GENUCHI 


Joseph O. Genuchi, 64, for 
many years a hardware and im- 
plement dealer in Panama, 
Neb., died recently. 


W. E. BAILEY 
W. E. Bailey, 65, Vermilion, 
Ohio, hardware dealer, dropped 
dead in the yard of his home 
July 10. 


G. J. McTIGUE 


G. J. McTigue, 47, general man- 
ager, Logan Hardware & Supply 
Co., Logan, W. Va., died July 2. 


HARDWARE AGE 
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THE BEST HOSE 


you can offer is also the 


bests MONEY-BARGAIN today 





pacar Lawn and Garden Hose enables you to offer 


two unrivaled values to your customers: 


The finest hose on the market at any price. 


This first quality at prices lower today than either you or they 


may ever see again. 


Be on the safe side, for your own sales, for your customers’ 


satisfaction. Replenish your stock of Goodyear 
quality-value hose*: 


Emerald Cord is the finest ever built; the new Super- 
twist Cord is light, extra-strong, ideal for women 
and children to handle; other popular brands are 
Wingfoot, Glide and Pathfinder. 


All nationally advertised by Goodyear; all in con- 
stant and growing demand — stock the complete 
Goodyear line now! 


ent TNA 
mn 
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*All Goodyear Lawn and 
Garden Hose is made with 
Cotton Cord Carcass for 
longer life. Look for this seal 





Sell an extra length for 
home fire protection 








39 





LACQUER PRODUCERS 
DISCUSS INDUSTRY CODE 


Upon the invitation of Ernest 
T. Trigg, chairman of the joint 
code committee appointed by the 


educational bureau of the paint, | 


varnish and lacquer industry with 
the authority of the National 
Paint, Oil & Varish Association 
and the American Paint & Var- 
nish Manufacturers Association, 
representatives of the lacquer 
division of the industry met at 
the associations’ headquarters in 
Washington, D. C. to discuss the 
National Industrial Recovery Act. 
The meeting was held July 6. 
W. CC. Dabney, 
Jones-Dabney Co., Louisville, 
Ky., who was appointed chairman 
of the lacquer conference ex- 
plained the studies of the code 
committee. A tentative draft of 
the minutes of the code commit- 


tee which met in Chicago, II1., on | 


June 26, was read to conference. 


PAINT DISTRIBUTORS 
BISCUSS INDUSTRY CODE 

A committee of the Paint Dis 
tributors’ association conferred 
July 6 with Chairman Ernest T. 
Trigg and members of the code 
committee of the paint, varnish 
and lacquer industry in reference 
to problems affecting the dis- 
tributor’s group in the formula- 
tion of the code to be submitted 
to the government under the Na- 
tional Industrial Recovery Aci. 
The deliberations were tentative 
and no specific code was dis- 
cussed. 


HANOVER WIRE CLOTH 
TO HANDLE OWN SALES 


Hanover Wire Cloth Co., Han- 
over, Pa., has announced that all 


president, | 


| chasing agent. 


sales department activities will 
hereafter be handled direct by 
the company’s own staff. This 
terminates the sales agency ar- 
rangement of this company with 
the John M. Hart Co., Inc., Chi- 
cago and New York City, which 
has sold Hanover products for the 
past 26 years. The change be- 
came effective July 1, 1933. 


F. J. WASS MANAGES 
SALES FOR ANDERSON 


Francis J. Wass, formerly with 
the Swank Hardware Co., Johns- 
town, Pa., is now sales manager, 
| buyer and assistant to E. F. Mc- 
Ginley, general manager, the An- 
| derson Paper & Twine Co., Johns- 
| town and Altoona, Pa., wholesale 
| distributors of paper goods. Mr. 
| Wass, who makes his headquar- 
| ters at the Johnstown branch of 
| the Anderson Paper & Twine Co., 
located at 619 Railroad Street. 
was for 13 years in the sales and 
purchasing department of the 
| Swank company. For three years 

he was assistant sales manager 

and for four years assistant pur- 

With the Swank 
company he covered all branche: 
of their jobbing business. 


TOLEDO NAMES STREET 
FOR SEISS MFG. CO. 


The Seiss brothers were recent- 
ly honored by the city of Toledo, 
when the name of a street on 
which the Seiss Mfg. Co. plant i 
located was changed from Alexis 
iu Seiss Avenue. The address of 
the company is now 3835-61 Seis; 
Avenue. 

George J. Seiss, founder and 
president of the company, is a 
member of the city of Toledo effi 
ci snecy commission. 





EDISION INSTITUTE PLANS 
LIGHTING CAMPAIGN 


The Edison Electric Institute, 
120 Lexington Avenue, New York 
City, is planning the development 
of local lighting promotion drives 
backed by national cooperation. 
Chairman Geor e E. Whitwell, 
sales committee, has appointed a 
special committee consisting of 
M. E. Skinner, chairman; H. F. 
Barnes, General Electric Co.; J. 
F. O’Brien, Westinghouse Lamp 
Co., and C. E. Greenwood, di- 
rector of the commercial depart- 
ment of the institute headquarters. 

A lighting program to recover 
lost revenue and overcome the 
thrift complex for saving on light 
was suggested by Mr. Whitwell, 
who is vice-president of the Phila- 
delphia Electric Co., in his ad- 
dress at the convention of the in- 
stitute at Chicago. Mr. Whitwell | 
says of the plan: “This is not to 
be regarded as a campaign. It | 
is a program with national stim- 
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ulation to effect local cooperative 
action.” 

All branches of the elec‘rical 
industry have been invited to par- 
ticipate and assist locally in set- 
ting up a plan to further the cause 
of good lighting in their respective 
communities; also trade organ- 
izations interested in the merchan- 
dising of lamps or lighting equip- 
ment. Lamp and fixture manu- 
facturers who advertise nationally 
will tie in their advertising with 
the activity during October and 
The major advertis- 
ing and sales promotion will come 


November. 


| from local groups in which the 


retailers, manufacturer, utility, 


| wholesaler, electric leagues and 


others will plan their drives to fit 
their own conditions. The adver- 
tising themes will be built around 
the slogan: “Better Light—Better 
Sight.” 





COL. A. F. HATCH RETIRES AS VICE-PRES. 
OF STANLEY WORKS OF CANADA, LTD. 


Col. Arthur F. Hatch has re- | 


tired as vice-president and gen- 
eral manager of the Stanley 
Works of Canada, Ltd., Hamilton, 
Ont., Canada. His son, Fred 
Hatch, who has been associated 
with the company since 1911, has 
succeeded him. A native of Eng- 
land, Colonel Hatch went to Can- 
ada at an early age, first being 
employed by Gault Bros. Co., Ltd., 
in Montreal, for which company 
he later became Toronto manager. 

In June, 1903, he founded the 
Canada Steel Goods Co., Ltd., in 
Leamington, Ont., for the manu- 
facture of steel whiffletrees, 
wagon hardware and heavy strap 
and tee hinges. Two years later 
his company acquired the Grand 
River Metal Works, Galt, Ont., 
which it operated for a short 
time. The same year the two 
plants were moved to Hamilton, 
Ont., to a modern plant. Offices 
of the company were moved at 
the same time to Toronto. In 
1914 the Canada Steel Goods Co.. 
Ltd., and the Stanley Works, New 


Britain, Conn., formed a partner- 


ship, and in 1923 the Canadian 
business came under the name 
of Stanley Works of Canada, Ltd., 
with Colonel Hatch as vice-presi- 
dent, general manager and treas- 
urer. 

Under Colonel Hatch’s direc- 
tion the former Canada Steel 
Goods Co. acquired the hinge- 
making plant of Cowan & Britton, 
Gananoque, Ont., as well as the 
butt and hinge department of the 
N. Slater Co., Hamilton. Colonel 
Hatch’s son, Col. Harry Hatch, is 
vice-president and general man- 
ager of the Stanley Steel Co., 
Hamilton, which is associated 
with the Stanley Works. Both 
Col. Arthur F. Hatch and his son, 
Col. Harry Hatch, served in the 
Canadian Army during the World 
War. 

Col. Arthur F. Hatch served for 
one year as president of the Ca- 
nadian Manufacturers’ Associ- 
ation and has attended and ad- 
dressed conventions of the Ameri- 
can Hardware Manufacturers’ As- 
sociation. 





ALDER CO. AGENTS FOR 
CUMBERLAND HANDLES 


The Cumberland Plateau Han- 
dle Co., Inc., Crossville, Tenn., 
manufacturers of axe, pick, sledge, 
hatchet, hammer and minin¢ tool 
handles, has appointed the B. S 
Alder Co., 45 Warren Street, New 
York City, as its representatives 
in the metropolitan New York 
area. The Alder Co., which has 
had many years of experience, will 
contact the jobbing trade and 
mill supply houses in its territory. 


DRAZAN REPRESENTS 
L. R. NELSON CO. 


N. E. Drazan, 253 Broadway, 
New York City, direct represen- 
tative for hardware and house- 
furnishings manufacturers, has 
been appointed representative of 
the L. R. Nelson Mfg. Co., Peoria, 
Til., on its line of brass goods for 
the lawn and garden. Mr. Drazan 
will cover the Metropolitan area 
of New York for the Nelson com- 
pany’s line, including hose fit- 
tings, couplings, menders, clamps, 
lawn sprinklers, hose nozzles, 
Nelson Half Fountain, etc. 


INDEFINITELY POSTPONE 
LOUISIANA CONVENTION 


J. C. Ritchie, Ruston, La., sec- 
retary, the Louisiana Retail Hard- 
ware and Implement Association, 
has announced that the 1933 con- 
vention of the association has 
been postponed indefinitely. The 
convention was originally sched- 





uled for June 12, 13 and 14. 


BOOKLET SHOWS STORE 
OF NORWEGIAN FIRM 


The firm of Ingwald Nielsen, 
Oslo, Norway, hardware import- 
ers and dealers, recently issued 
an attractive illustrated booklet 
showing its building and some of 
its departments at Torvgaten 4 
and 6. The history and growth 
of the business since its found- 
ing in 1897 are traced in the 
booklet. 

Counsel General Ingwald Niel- 
sen, founder of the firm, who 
died July 25, 1931, planned the 
new building, which was com- 
menced in November, 1931, and 
completed a year later. Photos 
of the founder and of the pres- 
ent managers, Odd Nielsen and 
Bjarne Nielsen, are shown. 
Mention is made of some of the 
foreign lines handled, including 
American products. 

The new building is shown, to- 
gether with illustrations of some 
departments, including _ tools, 
builders’ hardware, toys, sport- 
ing goods, luggage, lamps and 
chinaware. In addition to the 
store building, the company oc- 
cupies quarters in Hausmanns- 
gaten 31, for workshops, stock- 
rooms for heavy goods and ga- 
rages. A staff of 260 people is 
employed in the business. 

Some of the service features in 


the modern building are: Four 
passenger and five freight 
elevators, full- automatic  tele- 


phone service and automatic call- 
ing system. 
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BEAUTIFUL: - 





- EFFICIENT 


THE AMERICAN OIL HEATER SETS THE PACE 


BEAUTY Designed by one of the foremost indus- 


trial designers, Walter Dorwin Teague, 





these marvelously beautiful new American Oil Heat- 
ers are the last word in efficiency and appearance. 
The beauty of the design and appearance will 
make them more desirable to women than any other 


heater on the market. 


EFFICIENCY And behind that beauty is the 
newest, highest standard of effi- 





ciency that progressive engineering has ever put 
into a home heater! In every way — appearance, 
operation, economy and safety — these heaters will 
unquestionably lead the field. 


PRICE Competitively priced, allowing you a lib- 
~ eral mark up and profit, you will find you 
have never had a line so easy to sell. Rural buying 
power is returning. This fall will find many families 
ready for the modernized home-heating method which 
they have so long had to deny themselves. It’s harvest- 


time for you! 


FRANCHISE To enable you to reap sales rapidly 


and in goodly numbers, we’ve pre- 





pared an elaborate plan, chock-full of selling aids, to 
help you increase sales and profits this fall and winter. 
Our “New Deal” sales plan on Kitchenkooks increased 


some dealers’ stove sales 157%. 


Be sure to get your share of this market we are 


going to create for you with the consumer. 


An American Oil Heater dealer franchise means 
something — profits. Write for the complete story — 
now. American Gas Machine Company, Inc., Albert 
Lea, Minnesota. Branches: 360 Furman St., Brooklyn, 
N. Y.; 4242 Hollis St., Oakland, Calif. 

















AMERICAN “BLUE FLAME” MODEL No. 73 


This leader of the American line—a revelation in beauty—has rich 
walnut-brown, crystallized, baked-on enamel body finish; trimmed 
with gleaming, chromium-plated mouldings; porcelain-enameled 
grilles and doors. Convenient fuel tank, skilfully concealed. 

Operates on the vaporizing principle. Absolutely clean, odor- 
less, blue flame, produced over special non-warping burner-shells 
accumulating practically no carbon and ‘requiring cleaning only 
at long intervals. Healthful, humidified heat; evenly controlled at 
any desired temperature twenty-four hours of the day. 

Amazingly simple construction. No moving parts or motors; 
nothing to replace or get out of order. Noiseless, and easy to operate 
as a kerosene lamp. No expensive installation. 

Burns cheap distillate oil, obtainable everywhere. Operating 
cost unbelievably low. Clean. No ashes or coal to haul. No wood to 
split. No soot, smoke, ashes or dirt to litter up floors, walls or ceilings. 
And it HEATS. 

Safe and efficient. Equipped with positive constant-level valve. 
Automatic shut-off prevents ‘‘flooding.”’ 

The same inherent quality that characterizes the famous 
American line (Kitchenkook—Kampkook—Readykook—Jiffykook 
—Lamps— Lanterns). 

American ‘Yellow Flame” models Nos. 92 and 93 are slightly 
different in burner principle. Equally efficient, but lower priced. 
Complete descriptions in our catalog and sales literature. 


AMERICAN OIL HEATERS 
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What's New 


for Retail 
Hardware Stores 


Disston Offers Three 
New Saw Lines 


Known by the trade name Keystone, 
each of these saws will bear the etched 
line, “Made by Disston in U.S.A.” The 
hand saw line comprises six numbers 
having the following suggested retail sell- 
ing prices: 75c., $1.00, $1.25, $1.50, $1.75 
and $2.00. The second line consisting of 
circular saws, has been christened Key- 
stone “Home Workshop,” and is made in 








6, 7, 8, and 10 inch sizes, each in cross- 
cut, rip and combination types—for the 
man with a small motor saw in his home 
workshop. Suggested retail prices: $1.00, 
$1.25, $1.40 and $1.80 respectively An 
attractive introductory saw stock package 
has been worked out to assist dealers, 
providing in a package one of each of the 
6, 7 and 8 inch sizes in all three types or 





nine saws, the lot mounted on three-sec- 
tion cards attractively printed, for counter 
or window display. Instructions for using, 
setting and filing circular saws printed on 
back of each card. The third Keystone line 
comprises a new development in cross-cut 
saws to be sold at popular prices, for sup- 
plying “all ordinary needs in wide saws, 
narrow saws and one-man saws.” Henry 
Disston & Sons, Inc., Philadelphia, Pa. 


Eveready Prestone Free 
Tester Offer to Dealers 


Dealers placing orders with wholesale 
distributors for 24 or more gallons of 
Eveready Prestone, for delivery before 
October 1 will receive free of charge a 
standard Eveready Prestone Tester, ordi- 
narily costing the dealer $1.35, as well as 
a DeLuxe kit of sales helps. Tester, guar- 
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‘New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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anteed as to accuracy by the maker, is 
equipped with both a thermometer and a 
hydrometer. Kit includes eight sales helps. 
A gummed selling display for fastening 
on the inside of the glass is designed so 
as not to block the view and is for use 
with other display material offered. A 
specification chart giving data supplied by 
car manufacturers, shows freezing points 
safely above the “slush” points recom- 
mended by the U. S. Bureau of Standards. 
Chart includes all 1933 models. A weather- 
proof cloth banner three feet wide and 
five feet long is offered together with a 
window streamer suggesting checking of 
the cooling system and a cooling system 
manual illustrated and giving 1933 in- 


formation about cooling system mainte- 


nance. Reminder buttons of colored cellu- 
loid tie in with the display material. Con- 
sumer booklets containing 16 pages of in- 
formation give the complete Eveready 
Prestone story. National Carbon Co., Inc., 
30 E. 42nd St., New York City. 


Dunbar-Gibson Ornamental 
Lawn and Garden Sprays 


Each design has a revolving sprinkler 
head which sprays a square area. Listing at 
$4.00. The company has issued a brochure 
entitled “An Idea” which illustrates the 
manufacturing processes and gives infor- 





mation on the facilities, market study and 
research, engineering activities, product 
styling and design, as well as on the model 
making shop, marketing division and traf- 
fic service of the company. Dunbar-Gib- 


son, Inc., 261 Fifth Ave., New York City. 











DE LUXE “LIGHTNING” UNIT N° 1104 


Deluxe “Lightning” Unit No. 
1104 for Making Ice Cream 


Comprises an ice cube breaker and ice 
cream freezer mounted on a_ porcelain 
enamel tray or base. Breaker, and fittings 
of freezer, are heavily tinned. Freezer tub 
is selected white pine with brass hoops, 
high lacquer finish. Crank handles finished 
in red enamel. Chipped ice receiving dish 
is of green refrigerator glass. Breaker used 
to chip ice cubes, so they will be of proper 
size for freezing ice cream. Unit measures 
13 x 8 x 12 inches. Suggested retail sell- 
ing price in East, $7.25; higher in West. 
Dealer cost, $4.75. North Bros. Mfg. Co., 
American St. and Lehigh Ave., Phila- 
delphia, Pa. 





Dill Hose Ferrule 
Crimping Machine 

For coupling new air, water and garden 
hose in any length desired from reel 
lengths. May also be used for recoupling 
as required. Handles any type and any 
size hose taking up to 1% in. ferrule with 
crimping dies available for any size fer- 
rule. Crimper is placed in a vise, as il- 
lustrated, hose end with coupling and fer- 
rule inserted in jaws of die and then tight- 





ening of vise jaws quickly crimps ferrule 
tightly and securely. Descriptive folders 
available.- Dill Mfg. Co., Cleveland, Ohio. 
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Sell a Really Different 
Washing Principle! 


The ZENITH Patent 
Overhead Agitator 


With gentle, flexible, rubber hands, 
guaranteed for three years — the 
Zenith Patent Clothes Separator 
which absolutely prevents tangling 
and bunching of clothes—and the 
Zenith Patent All Aluminum Split 
Wringer—these are THREE EX- 
CLUSIVE FEATURES to talk, in 
selling a Zenith Washer. No other 
machine can match them. AND 
THEY COUNT STILL MORE 


That moves clothes AGAINST the cur- 
rent, not with it. 
(Just floating in the current won’t get 
clothes clean.) 
That actually forces the water 
THROUGH THE TEXTURE of the 
clothes, because clothes and water GO 
IN OPPOSITE DIRECTIONS. 
That really gets out the deepest im- 
bedded dirt! 


(In shirt cuffs and collars for in- 
stance.) 


Quickly! 
And leaves the garments SNOWY 
WHITE, as they cannot be washed in 





IN ACTUAL SERVICE. any other way. 


alum ub, oil 
sealed mechanism, 


FEATURES 


are added to Zenith Quality, 
known for years. Zenith Washers 
are unconditionally guaranteed for 
two years. Here is a trouble-proof 
line—and one with something to 
talk about, that sells on simple 
store demonstration. Every Zenith 
Divided roller dryer, . you sell helps to sell more. 
WRITE OR WIRE FOR SPE- 
CIAL SAMPLE OFFER. 


r43 tbh! 
MARVEL 


Overhead agitator, 
Overhead agitator, rubber hands, pat- 
patent clothes separa- +i . 
tor, triple coat porce- 
lain rubber mounted 
tub,oil sealed mechan- 
ism, adjustable legs. 


overhead agitator, 
rubber hands, pat- 
ent clothes separa- 
tor, rubber mounted 
triple coat porcelain 
tub, floating power. 


ZENITH MACHINE CO. 


General Offices—Duluth, Minn. 


Chicago Office 


New York Office 
1416 Merchandise Mart 


20 Vesey St. 
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Bonair Fan In Steel Cabinet 


Cabinet finished in two-toned brown. 
Screen and cabinet provide complete pro- 
tection from bodily injury and protect cur- 
tains, draperies, display goods, etc., from 
fan blades. If desired slow rhythmic oscil- 
lation of cabinet may be secured through 
control lever at back of cabinet. Equip- 
ped with top and back handles. Motor 
rigidly mounted inside cabinet is two speed 
induction type. Built for 50 and 60 cycles 
A.C. for any commercial voltage. Century 
Electric Co., St. Louis, Mo. 


Scurlock Seasonette 


Comprises a set of six attractive crystal 
glass shakers of six ounce capacity. They 
are triangular shaped and nest on a revolv- 
ing tray, from the center of which is a 
nickel plated rod with looped end. May 





be kept on kitchen range or used on the 
table. Supply of 64 gummed labels in- 
cluded for use of housewife in designating 
contents. Finishes: silver, ivory, and green. 
Scurlock Kontanerette Corp., 332 C. Mich- 
igan Ave., Chicago, Ill. 


Riverside Aquarium 
Heaters 


Automatic model, controlled by a built- 
in thermostat. Heating element guaran- 
teed against burn-out for one year. All 
internal connections soldered and taped 
with connection cord approved by Under- 
writers’ Laboratories. Bakelite plugs, 
heater tube of non-corrosive copper with 
heavy plate finish. Type AA, automatic 
model, illustrated, has control thermostat 
in small monitor tube slung between sides 
of the U tube, having a range from about 


65 to 85 degrees F. Adjusted by slipping 
off monitor tube which exposes adjustment 
screw. Rated at 75 watts, suitable for 
tanks up to 35 gallon capacity. Wire 
hanger and full instructions with each 
heater. Suggested retail selling price 
$1.50. Dealer cost lots of 12, $12.00 per 
dozen; half gross, $10.75 per dozen; gross, 
$10.00 per dozen. Standard model de- 


Cc 
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signed for use where a number of heaters 
are controlled from one central thermostat 
switch. Same guarantee as Automatic 
model. Four wattages: 15 watts, for 
small tanks and bowls; 25 watts, 7 to 15 
gallon tanks; 50 watts, 15 to 25 gallons 
and 75 watts 25 to 35 gallons. All four 
sizes list at $1.00. Dealer cost, lots of 12. 
$7.80 per dozen; half gross, $6.50 per 
dozen and gross, $6.00 per dozen. River 
side Aquarium Supply Co., P. O. Box 237, 
Short Beach, Conn. 

Westinghouse Issues 


Booklet On Air Conditioning 


An illustrated sixteen page publication 
entitled, “Air Conditioning for Health, 
Comfort and Profit,” contains non-tech- 
nical descriptive material on Westinghouse 
equipment. Gives interesting facts and 
information on the application and ad- 
vantages of unit air conditioners. Illus- 
trations show installations in retail estab- 
lishments, restaurants, offices and other 
places. Diagrams show typical installa- 
tions. Copies are available from Westing- 
house Electric & Mfg. Co., Advertising 
Department, E. Pittsburgh, Pa. 


Srrere 








New Counter Display for 
Corbin Bottle Openers 


Has background illustrating opener in 
use and holding an actual sample for in- 
spection. Contains 12 openers each in in- 
dividual boxes. Opener itself is a com- 
bination lifter for caps and puller for 
corks. It is of stationary type, for attach- 
ment to wall or to the doors of cupboards, 
cabinets or to refrigerators or any other 
convenient place. Grips caps firmly and 
corks can be extracted with unusual ease. 
Brightly polished nickel edges with neatly 
matted sunken panel in nickel, unpolished. 
P. & F. Corbin, New Britain, Conn. 


Grasselli Folder 
Describes Manganar 


A non-lead control for the codling moth. 
Gives spraying directions for the codling 
moth, tells other uses for Manganar and 
tells where and how the product has been 
used. It points out how the product can 
be used as a dust or as a spray and rec- 
ommends its use in particular instances. 
The Grasselli Chemical Co., Inc., 629 
Euclid Ave., Cleveland, Ohio. 





Remington Offers Fall Window Display 


Now available for distribution. Com- 
prises five attractive panels in colors. The 
main trim shows a fine pointer dog in 
actual colors. The guns displayed by the 
two medium sized panels are the Reming- 
ton Repeater 31 and Auto Loader 11. One 
panel shows a hunter and his dogs in ac- 


tion while the other shows game birds. 
The smaller panels on either end show 
Kleanbore Shur Shot Shells and Game 
Loads. All shells are reproduced in actual 
colors. Remington Arms Co., Inc., Bridge- 


port, Conn. - 





(Other new items on page 52) 
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BUSINESS IS GOING UP 
THIS FALL 


* 


Wholesalers now offer new Taylor lines. New Taylor 
thermometers plus new Taylor national adver- 
tising, plus natural cold weather sales 
increase will boost your business 


VERYBODY is interested in 


temperature. That includes 
your customers and means sales 
for you. 


Everybody will be interested in 
the newly-designed Taylor ther- 
mometers—modern, up-to-date in- 
struments for indoor and outdoor 
use, made with traditional Taylor 
accuracy, and priced to sell for 
rapid turnover and to give you a 
good profit on every sale. 

The largest consumer advertis- 
ing campaign ever run by a ther- 
mometer manufacturer in leading 
national magazines is now telling 
millions of people about Taylor 
thermometers and will continue to 









help your sales in the fall. 

Don’t put off stocking these 
Taylor thermometers. You know 
how the demand jumps when cooler 
weather comes every year. People 
will be buying more this fall any- 
how. Be in a position to offer these 
modern instruments to your cus- 
tomers. 

According to the new Taylor 
Sales Policy all distribution to 
hardware retailers will be through 
selected hardware wholesalers. Or- 
der through your wholesalers, or 
ask us to indicate who is the near- 
est distributor to you. Address 
Taylor Instrument Companies, 
Rochester, N. Y. 


ns 
os 


HAVE YOU THIS NEW 1933 
TAYLOR CATALOG OF THERMOM- 
ETERS AND WEATHER INSTRU- 
MENTS? IF NOT, ASK YOUR 
WHOLESALER FOR A COPY. 


INSTRUMENTS 


IN INDUSTRY, other types for indicating, recording and controlling temperature, pressure and humidity. 
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YOUR MEMO 
FOR ORDERING... 


Check what you need below... 
tear out the column and place it 
in your call book. 


No. 5126—TAYLOR INDOOR 
WALL THERMOMETER. 
Permacolor tube, magnifying lens. 
indoor temperature range. Scale in 
finished brass. Back is hardwood 
finished in blue, silver or green 
lacquer. Each in attractive red 
and black box, 6 to a carton (two 
of each color). Priced to retail at 
$1.00 each. 





t 


No. 5132—TAYLOR WALL 
THERMOMETER. Permacolor 


tube, magnifying lens, outdoor 


i 
; 
t 


temperature range. Scale is white 
vitreous enamel. Black figures and 


7 


graduations. 7 inches long. 12 to 


fo 


m;* 
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acarton for counter display. Priced 
to retail at 75¢ each. 





No. 5316 — TAYLOR TEMP- 
RITE WINDOW THERMOM- 
ETER. Permacolor tube, mag- 
nifying lens, outdoor temperature 
range. White vitreous enameled, 
octagonal design. In box with 
mounting brackets. 12 to a carton. 
Priced to retail at $1.00 each. 





No. 5317—TAYLOR WINDOW 
THERMOMETER. Permacolor 
tube, magnifying lens, outdoor 
temperature range. White vitreous 
enamel scale. In box with mount- 
ing brackets. Priced to retail at 
50¢ eache 





No.5153—TAYLOR 
DISPLAY ASSORT- 
MENT. 
sales at the counter. 


For quick 


Twelve thermome- 
ters, two each of three 
colors—green, blue, 
and purple. Priced to 
retail at 25¢ each. 


No. 5151—TAYLOR COMFORTMETER DISPLAY 
—These fast-selling, specially styled thermom- 
eters, priced to 
retail at 50¢ each, 
sell themselves in 
this counter dis- 
play. Each display 
contains twelve 8- 
inch thermometers 
in different designs 
and colors. It’s a { 
display that brings ‘ 
in extra sales and 
profits. 
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A STORE IS JUDCED 


By the Quality 
of ita Stock 
Does your Rim Lock 
stock qualify? If 

not specify 


SKILLMAN 


Good finish. Good ac- 
tion. Properly packed 
with knobs assembled. 
Distributed by jobbers. 


SKILLMAN HDWE. MFG. CO., Trenton, N. J. 


The most complete line of Rim Locks made. 











“STRONCHOLD” PLUG 
GREED The Fibre Screw Anchor 


for Heavy Pull 


— Made of _long-fibre 


hemp braided, inter- 
woven and reinforced 
with Copper wire. 

Holds securely in any 
saterial, conerete, 
brick, plaster, ete. 
All sizes. Distribu- 
tors and Representa- 
tives wanted. 


PALATINE Industrial Co. I Inc. 
111 FIFTH AVE. 











The Mark of Quality 
In Wiring Devices 
The Circle F Trade-Mark is 


your guide and assurance of 
absolutely a Elec- 
trical Wiring De- 
vices. Ask your 
Jobber to supply 
you with Circle F 
products, 


Circle F Mig. Ce. 


Trenton 








Ne. 608 Table Tap 











GOOD 
MANAGEMENT 


is merely the transmission of 
the intentions and purposes 
of the management through 
the staff to the customers 








Show Card Layout 


(Continued from page 33) 


in Fig. 2. Or you may balance your 
masses unequally on the center line, 
as in Fig. 3. The latter arrange- 
ment is the more difficult, and good 
results depend upon your sense of 
balance and your knowledge of the 
principles involved. 

The principles of balance are 
universal, whether used in connec- 
tion, with design or elsewhere. 
Equal weights balance each other 
at equal distances from the center. 
Unequal weights balance each other 
at unequal distances from the cen- 
ter. Every boy knows this princi- 
ple. If he is heavier than his friend, 
he takes the shorter end of the see- 
saw, while his friend of lighter 
weight takes the longer end. Only 
in this way can they balance each 
other. 

To apply these principles to show 
card layouts, you place the more at- 
tractive elements close to the center 
line. Also, it should be noted that 
when you do this you give im- 
portance to an element, since you 
have put it in the most attractive po- 
sition. The less important masses 
move correspondingly away from 
the center, and also become smaller, 
because, as noted above, a smaller 
mass balances a larger mass at a 
greater distance from the center. 

In judging the relative weight or 
attraction power of a mass, consider 
first its size, then its light and dark, 
that is how heavy it looks, and final- 
ly its color. As to color, it should 


be noted that a small amount of 
color balances a larger mass of 
black, because the former is more at- 
tractive. 

To Make a Layout.—Write out 
your copy in lines as you wish it 
to appear in your card. Try sev- 
eral arrangements of the copy and 
select the most forceful one. See 
Fig. 4. You will know from this 
whether to plan for an upright or 
a broad sign. If you have long lines 
and few of them, arrange your work 
horizontally or broadwise; while if 
you have many short lines, it would 
be better to arrange for a tall ob- 
long. 

In order to make sure that your 
sign will not crowd the paper, al- 
ways arrange for the outside mar- 
gins first. Let these be generous. 
Do not use a ruler while you are 
planning. Work very lightly and 
rule up the plan when it is all laid 
out. 

In marking off the margins, re- 
member that the bottom margin is 
always the widest. The side mar- 
gins should be equal to each other 
and about as wide as the top. (In 
a vertical sign the top margin may 
be slightly wider than the sides; 
while in a horizontal or broad sign, 
the top may be narrower than the 
sides). 


Sketch in the Words 


Now draw a line down the cen- 
ter of your card. Draw blocks to 
(Continued on page 48) 


Next Month, the Makers of 


Master Padlocks 


Announce the most important 


offer in their 
history m 


Watch for Master’s NEW 
DEAL with store-wide 
opportunities for profits. 
MASTER LOCK CO, 
Milwaukee, Wis 
World's Largest Exclusive 
Padlock Manufacturers 
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PUMPS- WATER SYSTEMS -HAY TOOLS -DOOR HAI 


























| poe erg finds suburban end country homes and farms 
enjoying running water conveniences. Ten miles or 
fifty a from the nearest water main makes little or no 
difference—The service, well to a large extent this de- 
pends on the water system and its installation. 


Myers Self-Oiling Automatic Water Systems are de- 
pendable, durable and extremely economical to operate. 
Better design, high grade materials, excellent workman- 
ship, special improvements — they have those built-in 
values which insure trouble-free, long-time performance. 
Performance that invariably accelerates business in any 
community for those who sell and install them. 


Second only to performance is price. Myers Water 
Systems are not the lowest in price, but quality consid- 
ered, Myers prices are ileal low, and of importance 
to you, they will permit of your securing worth-while 
profits. 


Steven. Your inquiry will receive 
prompt attention. Write or wire. 


OISCH. Tony! | 
wouse ime 





) tHe F.E.MYERS & BRO.co. 


ASHLAND, OHIO. 


PUMPS WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 
$e 
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KLEIN 
PLIERS 


co 







tat 
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M 


UALITY 


NY job requiring skill can 
be handled more easily, 
more satisfactorily and 

more quickly when the pliers 
are Kleins. “Since 1857,” 
Klein Pliers have been the 
standard for quality with 
master workmen and _ public 
utilities everywhere. It will 
pay you to carry Klein pliers 
in stock. Make a note on your 
want book and order from 
your jobber’s salesman the 
next time he is in. 


Buy From Your Jobber 


cs AIL EN cons 


3200 BELMONT AVE., CHICAGO 
eT RE 
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represent each element or group of 
words. Be careful to make each 
large enough to “take” the letters of 
the words or groups for which it is 
planned. Do not do any lettering 
until you have blocked in the entire 
sign. See that each line of letter- 
ing is properly centered, as in Fig. 4. 

The design which you thus make 
will determine largely what your 
sign will look like. This is the time 
to make changes in the layout. 

The important thing for you to 
know before you actually draw the 
letters is whether the word will fit 
into the block you have provided 
for it, and how wide to make your 
letters so that the word will fit ex- 
actly. 

To determine this is to “feel” for 
the letters in the space, that is, mark 
out lightly the width of each let- 
ter, at the same time only suggest- 
ing the shape. Give absolutely all 
of your attention to the study of the 
width of the letters and the spaces 
between them. It is the areas of the 
spaces between the letters that we 
must equalize. 


Work Lightly 


Do not space out the letters with 
dots, but suggest the shapes directly. 
This “feeling” for the spacing of 
letters should be done quickly. 
Work lightly to make it unnecessary 


for you to use an eraser. You can 
judge before you have done half 
the line of blocking whether you 
will come out all right, whether your 
letters are too broad or too narrow. 
When you know what your trouble 
is, respace right over your work with- 
out rubbing out your first efforts. 
In fact, your first trial, if left on the 
card, will assist you in making the 
necessary corrections. 

Never use a ruler to make your 
letters. You cannot space properly 
with a ruler. 

For the more subtly arranged 
cards in Fig. 3, the rules of balance 
and dominance must be carefully 
observed. These are the more diffi- 
cult arrangements. They are fre- 
quently the more interesting for be- 
ing less formal. 

You should make several small 
sketches of different layouts, before 
you work on a card, and work up 
the best of these. (Fig. 4.) You 
should do this till the principles of 
design in layout are so much a part 
of you that you can take a card and 
lay out the copy without waste of 
time or of material through false 
starts; - 

Good design is necessary not mere- 
ly to promote the beauty of your 
card, though that in itself would be 
worth while. Good design gets your 
message over quickly and clearly. 





Industry Must Govern Itself 


(Continued from page 23) 


ing to rural enterprises some pro- 
tection against excessive operations 
in the urban mills. , 

The Administrator, who may sug- 
gest further revisions, has not yet 
recommended this Code to the Presi- 
dent, whose approval must be 
finally obtained. But it should be 
very clear that the code to be ulti- 
mately adopted will not be in any 
sense the product of a dictatorship. 
It will represent the uncoerced desire 
of this industry to govern itself wise- 
ly and in the public interest. 
Enough has been accomplished al- 
ready, in thus dealing with one in- 
dustrial problem of exceptional dif- 
ficulty, to demonstrate both that this 
job can be done and that it should 
be done. If the Cotton Textile Code 





* A few days after Mr. Richberg made 


this address, the Textile Code was ap- 
proved and signed by the President. It 
became effective July 17.—-Ed. 


were approved as written, it would 
mark a great forward step in this in- 
dustry.* 

Guided by its experience with 
this first code, the National Recov- 
ery Administration can assure other 
industries of early and practically 
simultaneous action. Several sepa- 
rate public hearings can be con- 
ducted at once—now that our pro- 
cedure has been established and 
found serviceable. Consolidated 
hearings may well be held upon 
codes affecting related industries. 

But all that can be done depends 
right now upon the whole-hearted 
cooperative efforts of the industries 
themselves. The Administration 
cannot and should not undertake to 
prepare codes. Our field of service 
is definitely limited until a code is 
brought in. We should not be ex- 
pected to arbitrate differences or to 
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i Ba, i 24 
oller Skating i Is Steadily 
Winning New Converts... 


While boys and girls still constitute the 
major market for roller skates, do not 
overlook the fact that movie stars, so- 
ciety folk, college students and others 
are continually being won over to this 
health building, popular sport. 


And most of them are strong for Union 
Hardware Ball - Bearing Extension 
Roller Skates which are quickly ad- 
justed, easy rolling and sturdily con- 
structed. Easy to sell because always 
dependable and moderately priced. 


All Jobbers sell Union 
Hardware Roller 


Skates. 







TORRINGTON, CONN. 
a Established 1854 


Reg. U. S. Pat. Off. New York Office: 151 Chambers St. 








ATKINS 


AGAIN DOMINATES 
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ANNOUNCES COMPLETE 
“CIRCULAR SAW SERVICE 


| 
| 
AA - 
| ; ". Tz 
| EALERS can now meet, at 
a profit, the increasing de- 
mand for reliable, medium 
| priced circular saws for all stand 
| ard small bench machines, by seil- 
| ing Atkins NEW 


‘HOME MECHANIC 









ine of 3 circular saws—rip, cut- : Ay 
off, and combination — 6”-7”-8” = p 
|and 10” diameters in each style. 2444" 
|Made of extra good Sheffield No. 2 Rip 


| quality steel, uniformly hardened 
| and tempered. Individually packed 
in corrugated cartons with fitting 
instructions. 


6” size sells at $1.00 each— 
7” size sells at $1.25 each— 
8” size sells at $1.40 each 

10” size sells at $1.80 each— 


At a fair margin of dealer 
profit. 


To conveniently serve your cus- 
tomers, we will give ABSO- 
LUTELY FREE the display unit No. 8 Cut-Off 
illustrated with each order of 1 g 
dozen or more HOME ME- 
CHANIC Circular Saws. Where 
else can you find the opportunity 
for profitable circular saw sales 
than by selling the Home Me- 
chanic Line to the thousands of 
small bench machine owners, 
many right in your neighborhood ? 





Zz A 
nn, alld 


If your jobber cannot sup- 
ply your saws and cabi- 
net, write us. We will 
see that you are supplied 
promptly. 





No. 37 Combination 


ae or Ba 






% This Attractive 
FREE 


si Selling Unit 
+A ABSOLUTELY 
E.c. ATKINS and Company 


“THE SILVER STEEL SAW PEOPLE” 
Makers of highest grade and leading types of all kinds 
of Saws, Saw Tools, Handles, Plastering Trowels 
Scrapers and Specialties 
INDIANAPOLIS, INDIANA 





HOME OFFICE AND FACTORY 
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seek to bring about the adoption of 
a code in such a manner as to com- 
mit the Administrator to approval 
of its provisions before the oppor- 
tunity has been given for public 
criticism and expression of the views 
of the various affected interests. 

Above all things, the letter and 
spirit of the law lays down the func- 
tion of the government; and it is 
not that of a dictator or controller 
of industrial policies; not even that 
of an arbitrator between parties in 
conflict. It is the purpose of the Ad- 
ministration; first, to aid the repre- 
sentatives of a single industry to 
achieve the immediate objective of 
all industry—to put people back to 
work at decent wages and reasonable 
hours; second, to coordinate the pro- 
grams of the various industries for 
the accomplishment of this common 
objective; third, to protect and pro- 
mote the general welfare in all 
phases of this industrial self-govern- 
ment; and fourth, to maintain such 
a supervision over the future use of 
those cooperative powers which may 
now be exercised for the benefit of in- 
dustry, as will make sure that those 
powers will not be abused but will 
be utilized in a manner consistent 
with the public interest. 

We must all recognize and sym- 
pathize with the profound difficulty 
of adjusting the habits and preju- 
dices of a lifetime to the require- 
ments of a national emergency. The 
times demand not only courage and 


sacrifice but also intelligent action. 


The National Industry Recovery 
Act was written in the confident be- 
lief that the great majority of busi- 
ness men are ready to take intelli- 
gent action, to accept their respon- 
sibilities courageously, and to coop- 
erate with their fellows and with 
their government in accomplishing 


the purposes of this recovery law. 

One of the primary purposes of 
the law is to avoid any necessity for 
government control of business; to 
encourage private initiative, to rely 
on self-discipline; to put faith in 
voluntary, collective agreements as 
the means of fixing and stabilizing 
human relations in and _ between 
units of industry. It will be only the 
failure of our industrial leadership 
to accept its great opportunity for 
self-service combined with public 
service, which may bring into play 
and make necessary the exercise of 
those reserved powers of government 
which are described as dictatorial. 
but which are in fact only powers 
of self-preservation. 

If my brethren of the bar will 
read again certain opinions of the 
Supreme Court, they will find there 
written down that the supreme law 
of government. as of the individual, 
is the law of self-preservation. A 
government sworn to protect and to 
defend the Constituion cannot per- 
mit that Constitution to be used as a 
shield for the enemies of constitu- 
tional government. The constitu- 
tional right of individual liberty 
cannot be made a shield of anarchy. 
The constitutional right of private 
property cannot be made a shield of 
tyranny and oppression. 

There is no choice presented to 
American business between intelli- 
gently planned and controlled in- 
custrial operations and a return to 
the gold plated anarchy that mas- 
queraded as “rugged individualism.” 
There is only the choice presented 
between private and public election 
of the directors of industry. If the 
privately elected boards of directors 
and the privately chosen managers 
of industry undertake their task and 
fulfill their responsibility, they will 


end all talk of dictatorships and 
governmental control of business. 
But if they hold back and waste 
these precious hours, if they take 
counsel with prejudice and doubt, if 
they fumble their great opportunity, 
they may suddenly find that it has 
gone forever. 

It is not my faith that the man- 
agers of industry should be chosen 
by popular ballot. No man to my 
knowledge who had an active part 
in drafting the National Recovery 
Act, or will play an active part in 
its administration, is seeking the 
political socialization of industry. 
But unless industry is sufficiently 
socialized by its private owners and 
managers so that great essential in- 
dustries are operated under public 
obligations appropriate to the pub- 
lic interest in them—the advance of 
political control over private indus- 
try is inevitable. 

The great adventure of the Recov- 
ery Act lies in this effort to find a 
democratic and a truly American so- 
lution of the problem that has pro- 
duced dictatorships in at least three 
great nations since the World War. 

In this great adventure the Ad- 
ministration has invited, and will 
seek to merit, the confidence and 
cooperation of leaders of industry 
and of every phase of American life. 
We have no panaceas that must be 
accepted, no patent medicines that 
must be swallowed, no rigid theories 
that must be adopted. We have only 
the earnest desire to carry forward 
the program of the President in the 
light of his vision and under his 
guidance, to the end that the insti- 
tutions of democratic control may be 
preserved in government and in 
business each in its separate 
sphere—and each in cooperation 
with the other. 
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WOOSTER 


BEST QUALITY—BEST VALUES—BEST SELLERS FOSSseT 


BRUSHES 









Make Money on Brushes 
Write for details of the 
Wooster Brush Selling System 


THE WOOSTER BRUSH COMPANY 
WOOSTER, OHIO 
Makers of Fast Selling Brushes since 1851 
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STANLEY 


HINGEWARE HAND TOOLS 


Gw) 
L STANLEY J 
e 
NEW BRITAIN, CONN. 


noes | BACK A WINNER! 


AND OUTSELLS FLYded—A SURE THING 
ALL OTHERS | 































DON’T invest your money in slow movers 
—the kind that are always trailing the 
parade. Put your money, your faith, your 
confidence in an item that is out in front 
—that will sell—will repeat — will bring 
trade. Over 15,000,000 cans of FLYded 
have already been sold, millions more will 
be, and at about half the price of other Fly 
Sprays. Use coupon below immediately. 







Cc oO U P O N 


Midway Chemical Co., 5235 W. 65th Street, Chicago, Illinois 
Gentlemen: Please send us samples and prices of FLYded immediately. 











Kingsbury No. 544 Radio Coupe 


A completely equipped toy coupe with 
electric head and tail lights. When rumble 
seat is opened the strains of a popular 
melody are clearly heard. Length 12% 





in. Packed one dozen in a case. Weight 
per case 32 lb. Suggested retail selling 
price, $2.75. Kingsbury Mfg. Co., Keene, 
N. H. 


Hilo Compo Lusterette 


Suitable for use on wood, plaster, metal, 
wallboard or brick. Designed to fill the 
need for a soft gloss finish for walls and 
particularly suited for kitchens and bath- 
rooms. Offered in ten attractive shades, 





also black and white. The maker states 
that it has unusual covering, that it is free 
working and will not run or sag. Sug- 
gested retail selling price $2.75 per gallon. 
Color cards available. Hilo Varnish Corp., 
42-60 Stewart Ave., Brooklyn, N. Y. 


“Blue Streak” Sink Scoop 


For scraping, scooping and depositing 
sink refuse, without the hands coming in 
contact with the material. Packed one 











dozen to carton with display card in- 
cluded. Suggested retail selling price 25c. 
each. Dealer cost $2.00 per dozen. The 
Turner & Seymour Mfg. Co., Torrington, 
Conn. 


G.E. Offers Smaller 
Oil Furnace 


Operating on the same fundamental 
principle as the larger model. Designed 
for the smaller home. Rated at a max- 
imum output of 133,000 B.t.u. per hour, 
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for use with steam, vapor or hot water 
systems. With addition of the G.E. warm 
air conditioner it can also be used with 
air duct heating systems. An outstanding 
advantage of the new furnace is ihat once 
the oil rate is set for the particular in- 
stallation, the user can change the grade of 
oil (within specified limitations) without 
the necessity of making adjustments. <A 
new viscosity compensating device slows 
down the flow of thin oil and increases the 
flow of heavier oil. Of circular shape, 60 
in. high and 29 in. in diameter over the 
jacket. Maximum oil rate, 1% gallons 
per hour, minimum rate 0.70. Has hot 
water coil of built-in type, of sufficient 
capacity to supply the requirements of the 
average family throughout the year. Pro- 
vision for connection of an external heater 
when additional capacity is required. Has 
coordinated boiler, burner and _ control, 
designed and manufactured as one unit, 
as in the case of the larger model. All 
electric automatic control which governs 
operation of furnace provides continuous 
supply of domestic hot water all the year 
round, independently of home heating re- 
quirements. Air Conditioning Department, 
General Electric Co.. Schenectady, N. Y. 


Wirt Lamp Tester 


For testing medium screw, intermediate 
and candelabra base incandescent lamps. 
Cost dealer 98c. Has solid black glazed 
porcelain finish, 6-ft. rubber covered cord 
with plugs. Furnished with screws for 
permanently fastening to counter or wall 





and with removable hook for hanging on 
lamp rack or displays. Well weighted so 
that permanent mounting is not imper- 
ative. Measures 3% in. in diameter and 
134 in. high. Wirt Co., 5221 Greene St.. 
Germantown, Philadelphia, Pa. 





Winchester Display for Fall Hunting Goods Window 


Has as its outstanding feature a center 
picture which is a reproduction of an oil 
painting of a hunting scene. Shows an 
autumn colored landscape with a pair of 
pheasants rising in the foreground and a 
boy in his ’teens out hunting with his bea- 
gle hound and a Winchester .410 gage 
repeating shotgun. The hound is on the 
trail of a rabbit. Two pheasant hunters, 
hearing the dog and seeing the boy com- 
ing along have caught up their bird dogs 
and are waiting at one side to let the boy 
go by on his rabbit hunt. In addition io 
telling a good story it brings out the hunt- 
ing instinct of the younger generation, and 
reflects good sportmanship on the part of 
elder sportsmen. Display is in form of 4 
single piece hinged cutout with three 


hinges. Center picture is hinged and 
when set recedes to a center apex. A 
cutout bar’ at the top extends across join- 
ing the two halves and reads, “Winchester 
Guns and Ammunition.” A similar cutout 
below, outlines a log in the foreground, 
the running rabbit and a pheasant, also 
extends across and joins the two sides of 
the picture. Two side panels feature re- 
spectively a rising mallard drake and a 
running whitetail buck. Below these pic- 
tures are large size full color illustrations 
of six of the most popular Winchester 
guns and selections of shot shells and big 
game cartridges. Display measures 41 in. 
hy 31 in. and is lithographed in eight col- 
ors. Advertising Department, Winchester 
Repeating Arms Co., New Haven, Conn. 














WINCHESTER 


ee GUNS and AMMUNITION | 
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ALLIGATOR 


TRADE MARK REG. U.S. PAT. OFFICE 


STEEL BELT LACING 


SC arg a thousand belts per hour are laced 
with Alligator Steel Bele Lacing, day in day 
Out, year in year out. Easy, rapid application with 
2 hammer as the only tool; the hammer-clinched, 
vise-like grip on the belt ends, preventing friction 
of the plies; the patented, sectional, stecl rocker 
pin which absorbs friction in the hinged joint; 
the great surplus of strength and long service— 
only Alligator Steel Belt Lacing combines these 
features which make it the choice of millions of 
belt users. Smooth on both sides. Easily separable. 
Reliable both on light and heavy 
duty drives. Eleven sizes. Made also 

in Monel Metal 
Order through vour jobber 

FLEXIBLE 

_ STEEL LACING CO. 
4616 Lexington Street, Chicago 
c2 


In England dt 135 Finsbury Pavement, London, E 














feature 
Unusually Comfortable Rooms 


and the 
Finest of Foods 














$2.50 Single, $3.50 Double 


De Witt Operated Hotels 


are Located in the 
Heart of their Respective Cities 
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No. 03230 











RIM DRAWER 











Y , a ——- Ri Throw 
Bolt 


Inch 





Illustration 
Actual 
Size 


Has a Bolt that Is “Long” on 
SECURITY 


When your customer wants a good drawer lock, show this 
long bolt Eagle Rim Drawer Lock No. 03230. The customer 
will get a better lock—you will get a better profit. 

The extra long Bolt with 34 inch throw guarantees unusual 
security. The lock is made of SOLID BRASS with genuine Pin 
Tumbler lock work. Size, 15 in. x I in. Furnished with 
suitable strike of brass and two milled German silver keys. 
Key changes practically unlimited. 


wus fox co 


26 Warren Street-- New York 


Branch Offices: 
§21 Commerce St. — 177-179 N.FranklinSt. 14 Bedford St 
Philadelphia, Pa. Chicago, Ill. Boston, Mass 
Works at Terryville, Conn, 
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Champion Hardware Catalog 
Shows Cast Iron Toys 


Including sets of small, medium and 
large toys, coupes, express trucks, stake 
bedy trucks, dump trucks, motorcycles, oil 
tank trucks, wrecking cars, express 
wagons, kitchen stoves, aeroplanes, etc. In- 
dividual toys are illustrated in actual col- 
ors. Descriptive matter gives dimensions, 
colors, weights, etc. Champion Hardware 
Co., Geneva, Ohio. 


7 ” j 

Liqui-Swat” Household 
Insecticide 

A specialty petroleum product for kill- 
ing flies, moths, mosquitoes, fleas, ants, 
roaches, bedbugs, etc. Pleasantly scented, 
non-poisonous and aromatic, says the mak- 





er. Available in bulk and in quart con- 
tainers. For the wholesaler and dealer a 
“business building kit” will be offered in- 
cluding literature, window banners and a 
sales plan. The Calumet Refining Co., 
Chicago, Ill. 


New Model Peerless 
Rockeriess Rocker 

Allows rocking motion while the legs 
remain stationary. Beechwood frame. 


available in varnished or attractive colored 
lacquer finish. Backs are of medium 





weight canvas in several attractive color 
combinations. Equipped with or without 
arm rests. May be folded flat. Special 
descriptive bulletin on these chairs (No. 
60 series) available The Tucker Duck & 
Rubber Co., Fort Smith, Ark. 
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Riggin’s Wax Auto Polish 


For cleaning, polishing and waxing in 
one operation will renew the finish of a 
car in from thirty to forty-five minutes, 
depending on the size of the car, says the 
maker. After dirt and dust is removed 
polish is rubbed lightly on the surface, 
permitted to dry thoroughly and then rub- 
bed lightly with a soft cloth. The maker 
states that an occasional wiping off with 
a clean cloth keeps the finish bright. Sug- 
gested retail selling price: % pint, 35c.; 
pint, 65c.; quart, $1.00 and gallon $2.75. 
Dealer discount 35 per cent in less dozen 
lots, 40 per cent in dozen lots, 45 per cent 
in half gross and 50 per cent in gross lots. 
Details available to wholesalers and deal- 
ers on a special deal. Catalog pages avail- 
able to wholesalers. S. Riggin & Co., 240] 
S. Second St., St. Louis, Mo. 


Folder Tells of Use of Dutox 
For Control of Corn Ear Worm 


Pointing out how serious is the control 
of this serious problem. Tells how Dutox 
may be used to combat the ravages of the 
corn ear worm (tomato fruit worm) and 
quotes data taken from the 1932 Yearbook 
of Agriculture, giving the acreage and pro- 
duction in tons of sweet corn for states 
comprising the major market for Dutox. 
The Grasselli Chemical Co., Inc., 629 Eu- 
clid Ave., Cleveland, Ohio. 





Star-Rite Magic-Maid 


No. 804 with six attachments has two 
bowls, juice extractor and extra beverage 
mixer. Tilts back to drip position. Beaters 
quickly inserted or removed. Mixing unit 
may be moved from support for use at the 
stove, etc. Extractor attached by swinging 
motor unit over. Height adjuster permits 





adjustment to most convenient height. 
Additional attachments available; coffee 
roaster, coffee grinder, slicer and shredder, 
metal polisher, sharpener, meat grinder. 
Power unit for vegetable slicer, shredder 
or meat grinder affords extra power for 
food preparation with above attachments. 
The Fitzgerald Mfg. Co., Torrington, Conn. 





Western Cartridge Co. Fall Window Display 


Shows a colorful action picture of a 
man and a dog in the act of shooting. The 
man, the dog and the bird are in different 
planes, adding to the attractiveness of the 
display. The figure of the dog is re- 
movable, as are the quail, permitting the 
dealer to substitute an alternative panel 
showing ducks which is pictured in the 
upper circle. This flexibility makes it pos- 


sible for the dealer to trim either a com- 
plete duck shooting window or complete 
quail shooting window with the same set 
of cutouts. Center panel stands nearly 
four feet high with the other pieces in 
proportion. Display is easily installed and 
can be arranged to fit large or small win- 
dows. Offered free of cost to dealers 
handling Western ammunition. Western 
Cartridge Co., E. Alton, Il. 
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ents in Jumbiet mbler 
ExtRupeEp — PADLOCKS 


Provide exclusive 
additional security 
thru special 
features in 
pin tumbler 
construction. 
They are 
truly an 
achievement 
in locking 
service. These locks have 
been tried for many years 
and proven _ trustworthy 
under all conditions. 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN., U. S. A. 


NEW YORK CHICAGO PHILADELPHIA 

















Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
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a 
net Door per ype ay os 


For All Screen and Storm Doors 





Patent 


Made in 
Pending U. A. 


Neat in Appearance, Bronze Finish, 514” Overall 


LOOKS and ACTS like a'2°°TTEM 


NO ADJUSTMENT NECESSARY 


Tension of ordinary screen door spring 
regulates closing action. 


Packed in individual cartons, $3.75 
1 dozen in box, at 


Price slightly higher in extreme western state-. 
Counter display door furnished without char:e 


Season is Here - Order Now 
The BOYE NEEDLE COMPANY 


4343 Ravenswood Avenue CHICAGO 
MAKERS OF STAINLESS STEEL KITCHENWARE, HOUSEHOLD SPECIALTIES 





SASH CHAIN @ 


Jack Stove 
Plumbers’ Tire and pace 
Register Sink Coach 
Safety BOLTS Machine 
Furnace — Set 
Machine Cap 
Screw Thumb 
Stove&Tire SCREWS 
Bolt 


U.S. S. Speedometers 
S. A. E. 
Escutcheon Plain Tachometers 
PINS S.A. 
Castellated 
NUTS 


THE CORBIN SCREW CORP. 


THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 


NEW BRITAIN, CONN. 


Warehouses: 


New York Chicago 
Philadelphia 











Westinghouse 7 Cup 
Coffee Maker 


Of the vacuum type is made of guar- 
anteed heat proof glass, mounted on a 
chrome plated base. Heating element con- 
structed from refractory brick, with capac- 
ity of 600 watts, allowing coffee to be kept 
warm after it is brewed without applica- 
tion of more heat. Wooden handle for ease 
in handling. As soon as coffee reaches 
lower container upper receptacle is re- 
moved and coffee is ready for serving. List, 
$4.95. Westinghouse Electric & Mfg. Co., 
E. Pittsburgh, Pa. 


N.R.A. Service Co. 
Offers Official Targets 


Recognized by the National Rifle Asso- 
ciation of America for match shooting, at 
“very nominal prices.” When the Insti- 
tute of Firearms and Ammunition Manu- 
facturers advised the trade, some time ago, 
that the practice of distributing free tar- 
gets had been entirely discontinued, an- 
nouncement was made that targets for all 
calibres and all ranges would be furnished 
in the futare through the N.R.A. Service 
Co., 827 Barr Bldg., Washington, D. C. 
The targets are offered for resale through 
dealers. 


Humid-O-Meter 


A hygrometer type humidity indicator 
with calibrated dial, human hair move- 
ment and set screw. Distributed by S. M. 
Schreiber, 200 W. 34th St., New York City. 
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Estwing Circular Gives Guaran- 
tee on “Unbreakable” Hammers 
and Hatchets 


One side states that the “unbreakable 
steel and leather handle will not loosen, 
break or splinter during the normal wear 
of the head” and that the head won’t come 
off. It points out that Estwing dealers 
will make free replacement in case of an 
evident defect within 60 days of sale. The 
opposite side of the circular gives features 
of the tools. For counter distribution. 


Estwing Mfg. Co., Rockford, III. 


Otis Under the Counter 
Automatic Dumbwaiter 


A new type of particular interest to 
hardware establishments. May be easily 
installed or moved. The maker points out 
that it is comparatively inexpensive and 
that its use permits a minimum stock of 
goods to be carried on the street level 
sales floor, since stocks can be rapidly 
replenished from the basement storerooms. 
Reduces the manual labor and time re- 
quired to replenish stocks, consolidate or- 
ders, etc., effecting considerable saving in 
overhead. Entire dumbwaiter which is self- 
supporting, comes as a complete unit en- 
abling installation by simply cutting a 
hole between the floors through which it 
will operate. Occupies little space on 

















either of the floors. No pit is required. 
Car operates by a touch of a button. In- 
stallation may be made under any stand- 
ard height counter. Two standard sizes 
are available and may be supplied with 
shelving to meet special requirements. 
Loads of 300 Ibs. carried rapidly and auto- 
matically by a ball and roller bearing 
equipped electrically powered machine 
having gearing of the same quality and 
materials used in Otis elevator machines. 
Otis Elevator Co., 260 Eleventh Ave., New 
York City. 


Eagle Flexo-Spout Fillers 
for Gasoline and Oil 


Available in 2, 2% and 5 gallon sizes, 
for use particularly with outboard motors, 
yachts, speed boats, launches, and in serv- 
ice stations, etc. Has a supply valve which 
automatically opens when flexible spout is 
released from holder and turned to pour- 
ing position. This also opens a vent valve 
of solid brass located in top of closure cap, 


SPOUT IN 
POURING 
POSITION 





giving proper atmospheric pressure to start 
and maintain the flow. Supply valve auto- 
matically closes when spout is returned to 
holder. Of seamless steel body drawn 
from one piece of 24 gage high grade 
steel; breast acetylene welded to body. 
Two and a half gallon size particularly 
designed for small craft will fit under a 
canoe seat. Eagle Mfg. Co., Wellsburg, 
W. Va. 


Space Save Bottle and 
Utility Tray 


For use in refrigerators and ice boxes, 
has a capacity of six beer bottles. For 
attachment to under shelf whether re- 
movable or of permanent type. Rails are 
attached so that tray will slide into chan- 
nels. Screw tightened by clamp piece 





which fits across two wires of shelf. Tray 
may be removed for serving. Made of 
strong, rust resisting material. Suggested 
retail selling price, $1.00, dealer discount 
35 per cent. National Factories Co., 807 
Cuyahoga Bldg., Cleveland, Ohio. 
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OFFICIAL Really Means Something! 


—and much more than some shooters 
(and a few dealers) seem to realize, 
when applied to rifle and pistol targets. 


Fairness to all competitors demands 
that every target used in shooting con- 
tests be exactly the same. The targets 
we distribute are the only targets desig- 
nated as OFFICIAL by the ,National 
Rifle Association, the governing body for 
all small-bore shooting in this country. 


Our targets are lithographed on a spe- 
cial non-glaring, clean-puncturing paper. 
The bullseyes are a dead black, with 
sharply defined, absolutely circular scor- 
ing rings. Every target is exactly uni- 
form. They are the only targets which 
can be used in matches conducted by the 
N.R.A. Further, mass production en- 
ables us to sell targets of such superior 
quality at attractive prices, with a fair 
margin to the dealer. 
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Send today for assorted sam- 
ples of both rifle and pistol 
targets, with complete price 
lists. 


N. R. A. SERVICE CO., 827 Barr Bldg., Washington, D. C. 

















O. AMES 


The Shovel That Built America 
AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 
Famous A B W Brands 





Re ee oe 
To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 


the red, white and blue surface markers in *4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 





WATERPROOFED - GUARANTEED ii: oe a 

















ALWAYS NEEDED! 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Names of Officers and Buyers. 


Useful for 
PERSONAL SALES CONTACTS 


Price $10.00 a Copy CREDIT DEPARTMENT 
Cheek with Order DIRECT MAIL WORK 


HARDWARE AGE VERIFIED LIST 


239 W. 39th ST.. NEW YORK, N. Y. 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality for its particular use. 





‘There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 
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McKINNEY Carded Hardware gency | 
Displayed on open tables, McKinney Carded Hardware commands 
instant attention and sells itself. The McKinney line comprises 
32 quick-selling items mounted on attractive cards, complete with 
screws, to retail at 5 and 10 cents per card. 




















All items are finished in either Dull 
Brass or Cadmium to meet the popular 
demand. Packed 1 doz. of each of the 32 items in a box—12 boxes in a 
carton. Every item a fast-moving staple. Popular assortment packing in 
Lot A and Lot B. Send for Folder and Discounts. 


McKINNEY MFG. CO., N. S. PITTSBURGH, PA. 


"Wade te TSA 











DRAWER PULL 
5 cents 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 
tives Wanted” advertisements. 





Set Solid, Minimum of 50 words... .$3.00 


Each additional word ........... 06 
All Capitals, Minimum of 50 words.. 4.00 
Each additional word ..........- .08 


Allow Seven Words for Keyed Address. 





Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 


BOXED DISPLAY RA -. 


1 inch 
Each additional inch .........-..-- 4.00 


Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts de 
not apply on Positions Wanted or Help 
Wanted Advertisements. 


HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
a to date of publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Oppor 
239 West 39th St., New York City. 




















SALES REPRESENTATIVES WANTED | 





SALESMEN FOR NEWLY PATENTED 
ARTIFICIAL FIRE KINDLER lighting wood, 
coal or coke fires without fail and put up in 
handy packages to retail 4 for 10c. or 12 for 25c. 
Greatest selling possibilities. Liberal commis- 
sions. Only men now calling on house furnishing, 
hardware and coal trade throughout all western 
and southern states, Canada and South America. 
State experience, age, references. Address 
Volkano Kindler Corp., 225 Fifth Ave., New 
York City. 


NATIONALLY KNOWN MANUFACTURER 
of popular-priced carpet sweepers requires addi- 
tional sales representatives in various territories 
throughout the country. Must be acquainted with 
buyers in department store and wholesale hard 
ware trades. Liberal Commission basis. Give 
full references and particulars in first letter. Ad 
dress Box B-153, care of Harpware Ace, New 
York City. 








SALES ACCOUNTS WANTED 





WE HAVE A WELL TRAINED highly 
efficient selling organization, directed by long 
experienced hardware, sporting goods and _ spe- 
cialty wholesale buyer and sales director, who him- 
self is an Al salesman. We warehouse and 
distribute from Kansas City, Missouri for some 
of the leading American Manufacturers. Have 
expanded our organization to handle additional 
lines to jobbers, department stores, or direct to 
dealers. Wrjte us what you have to offer. If 
your present system of distribution is not click- 
ing, perhaps we can help you. Nothing con- 
sidered but Al _ lines. € cover Missouri, 
Kansas, Nebraska, Oklahoma, Arkansas, and 
Texas. Address B-183, care of HarpwAre AGE, 
New York City. 





MANUFACTURER’S AGENT—long acquaint- 
ance with trade in Chicago, Milwaukee, and 
vicinity offers efficient representation to manu- 
facturers—over 20 years’ experience selling hard- 
ware jobbers and retailers, department stores, 
painters’ supply, factory and machinists’ supply 
trade, can take on additional lines in hardware, 
household or kindred items. Address B-178, 
care of Hapware Ace, New York City. 





SALESMAN DESIRES SMALL SIDE LINE 
on commission basis. Well acquainted with hard- 
ware, paint and wall paper trade both wholesale 
and retail. Cover eastern Pennsylvania and 
lower New York State, working all towns large 
and small regularly at least five times a year. 
References furnished. Address B-186, care of 
Harpware Ace, New York City. 





ESTABLISHED MANUFACTURER’S REP.- 
RESENTATIVE calling on the jobbing trade in 
southern half Gf Ohio, part of Indiana and 
Kentucky, needs a cutlery line, household depart- 
ment line, brass goods line and sporting goods 
line. I cover territory at regular intervals by 
automobile. Address Box B-170, care of HARDWARE 
Ace, New York Citv. 





WANTED LINES FOR Nebraska, Iowa and 
Kansas. Big following and 25 years’ experience. 
Want specialties and staple items. Contact 
Wholesale and retail trade. Address B-181, 
care of Harpware Acr, New York City. 
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SALES ACCOUNTS WANTED 


POSITIONS WANTED 





SALESMEN TO SELL A LINE OF brass 
builders’ hardware specialties consisting 0 
shutter holdbacks and other brass items at popu- 
lar prices to the better class of hardware stores. 
Only those with experience in the above line will 
be considered. Commission basis. Excellent side- 
line. Address B-179, care of Harpware AGE, 
New York City. 





SALES EXECUTIVE with 30 years’ experi- 
ence contacting with Hardware Jobbers, Supply 
Dealers, Manufacturers and Railroads through- 
out the United States is available for position 
with Manufacturers distributing their products 
through these channels. Address Box-187, care 
Harpware Ace, New York City. 








HELP WANTED 





EXPERIENCED HARDWARE MEN located 
throughout the Metropolitan district of New York 
City will find it to their advantage to register 
with this Bureau for positions. We are called 
upon from time to time to fill vacancies in the 
hardware and allied trades, from the executive 
to the errand boy. We need young men of 
intelligence, training and experience to fill these 
positions. No registration fee required. No 
charge unless placed. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd_ Street 
New York City 





POSITIONS WANTED 





EXPERIENCED HARDWARE _ PERSON- 
NEL with mony years of training in the hard- 
ware and alli industries are registered with 
this Bureau. You will find among our applicants 
the highest types of executives, salesmen, clerks 
and technicians, each thoroughly experienced in 
his line. This is the only employment agency 
that specializes in the hardware industry. If we 
can help you in any way, please do not hesitate 
to call upon us. e charge you nothing for this 
service. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd _ Street 
New York City Wisconsin 7-1802—1803 





EXPERIENCED HARDWARE SALESMAN 
DESIRES POSITION. Age 33, married. Three 
years’ experience with large retailer, seven years 
with jobber and two years with nationally known 
manufacturer. Well acquainted with trade in 
New York State outside of Metropolitan district. 
Excellent references. Would prefer New York 
State but would go anywhere. Address B-184, 
care of HArpware AcE, New York City. 





BUILDER’S HARDWARE MAN. Young, 
married, widely experienced ali branches of the 
business. Contract experience Big Four Factory. 
Can handle any or all branches builder’s hardware. 
Salary commensurate with the times. Location no 
object. Interested mainly in permanence. _Ad- 
dress Box B-177, care Harpware Ace, New York 

ity. 


SITUATION WANTED. Christian, age 38, 
inside-outside salesman, collector. Sixteen years 
experience clerking, buying, marking goods, gen- 


‘eral hardware, plumbing supplies, chinaware, 


household furnishings, toys, stoves of any type, 
cream separator. Implement repair expert, gas 
appliance fitter, estimator. Also traveled on road 
seven years for large stove factory. References 
furnished. Address George T. Marshall, Easton, 
Mo. 





SEASONED EXECUTIVE, LONG AND 
VARIED EXPERIENCE as buyer and manager 
covering shelf and heavy hardware, mill and mine 
supplies, lumber and building | material, | both 
jobbing and retail, seeks connection with jobber 
or large retailer or as traveling salesman for 
manufacturer. Wide acquaintance in South. 
Address Box B-175, care of Harpwart AcE, 
New York City. 





HARDWARE MAN, forty-two years old. 
single, sober and industrious, thoroughly experi 
enced in retail and wholesale hardware, desires a 
position with reliable retail store as manager or 
salesman where ability and work will be ap- 
preciated. Can furnish best. references. Can go 
anywhere—middle West or South preferred. Ad- 
dress Box B-69, care of Harpware Acz, New 
York City. 





HARDWARE SALES EXECUTIVE with 
fifteen years’ successful sales and sales man- 
aying experience. Capable of sales promotion by 
person and letter, 35 years old, college education, 
desires permanent connection with Jocal eastern 
hardware jobber where future possibility of ad- 
vancément is assured upon demonstration of 
ability. Unquestionable references. Address 
B-185. care of Harpware Ace, New York City. 





SALESMAN ‘DESIRES POSITION SELI- 
ING TO Illinois retail hardware and department 
store trade. Cover state thoroughly except _Chi- 
cago, making all towns large and small. Have 
sold this trade for years. Am well established 
and have the dealers’ confidence. Am reliable and 
have a reputation of being an able salesman. 
Address Box B-116, care of Harpware Ace, New 
York City. 





HARDWARE MAN, thirty-nine years old, 
single, sober and industrious, twelve years’ ex- 
perience in retail hardware, desires a steady posi- 
tion with reliable retail store as manager or sales- 
man. Handy at repairs, etc. Can furnish satis- 
factory references. Can go anywhere in Towa or 
Tilinois. Available immédiately. Address Frank 
Petges, Libertyville, Illinois. 





SALESMAN—MARRIFDP, CHRISTIAN, own 
car, desires connection good house for Long Tsland 
territorv, Nassau and Suff-'k counties. Experi- 
enced in paint line and well known to hardware. 
paint and lumber yards in this territory. Lived 
on territory for past six years. Address B-182. 
care Harpware Ace, New York City. 








SALFS REPRESENTATIVE. _ thirty-three 
years old, married, well known in New England, 
covering the wholesale hardware trade for eight 
ears. desires a connection with manufacturer. 

xcellent references. Address B-180, care Harp- 
ware Ace, New York City. 
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Good Window Displays««««« ««« «me «e«aeae ee 


Do you realize that no one factor will And many dealers who require their own 
draw people to your store like attractive copy of Hardware Age find it highly profit- 
window displays of seasonable merchandise? able to subscribe to extra copies for their 

sales force. 

Hardware Age is continually reproducing The cost, $1.00 per year, is returned over 
such window displays—its representatives and over in better windows and increased 
are always on the lookout for new ideas. trade. 


HARDWARE AGE, 239 West 39th Street, New York City 
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The story of the man 
who does his work on a 
steel girder with nothing 
to lean against except 
the wind is currently 
used in Nicholson File 
Advertising to call atten- 
tion to the unusual qual- 
ities of Nicholson Files. 


Build your sales by car- 
rying nationally adver- 
tised products. Carry a 
complete line of Nichol- 
son Files. At your job- 
ber’s. Nicholson File Co., 
Providence, R.1.,U.S. A. 











COBBLER OUTFITS 


by 
PLYMOUTH 


COBBLER OUTFITS and Shoe 
Lasts and Stands are in big de- 
mand right now. Shoes are worn 
longer—men are “half-soling their 
own.” Display Plymouth Cobbler 
sets on your counter and in your 
window and watch them sell. 
Plymouth Products also include 
“Gem,” “Little Giant,” ‘Never 
Fail” and “R & H” Corn Shellers 
and “Rapid” and “Korn King” 

Grist Mills. Write for catalog 
and low prices. 


THE FATE-ROOT-HEATH CO. 
1332 High St., 
Plymouth, Ohio 


Ec ONO MY cor eENe Ray 
“= BOOT, SHOE 
(Ore) -3-148 4-1 REPAIRING 














—— make te than AAS 
on an $C investment! 


THE new, two-cell Eveready Wallite (No. 4757) retails for 
$1.25, without batteries. It costs you only 81¢. There- 
fore, when you sell it equipped with batteries, your profit 
totals more than 44¢! Every one, in the city or country, 
can use Wallites. Perfect for closets, garages, stairways, 
outhouses, etc. See your jobber today. Ask about the new 
counter-display for the Wallite, or attach this advertisement 
to your letterhead and send to 


NATIONAL CARBON Co., Inc. Dept. HA-73. New York, N. Y. 


Unit of Union Carbide s and Carbon Corporation 





'¢ THE SWEDISH “PRIMUS” « 
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Is the Indispensable Companion of Explorers 


and 
Invaluable to Campers 
GW 
Burns’ kerosene 
or gasoline with 
equal efficiency. 
Smokeless — Reliable — Safe 
Cw 
Send for complete catalog 
of more than 60 patterns 


e SAKDVIK SAW & TOOL CORPORATION e 


740 Washington Ave., North 109 Lafayette St. 
Minneapolis, Minn. New York, N. Y. | 























Its Labor Saving Features Make Sales 


Tell housewives how the revolving arms on the Hill Cham- 
pion Clothes Dryer bring every inch of drying space within 
easy reach—permit hanging entire wash while standing in 
one spot. No walking—no lugging heavy basket of clothes 
around—-no soiled clothes from contact with dirty clothes 
poles. Has folding removable reel and plac, post. 
Sturdily built—attractively colored. 3 sizes to hold from 
100 to 150 ft. of best cotton line. Steady profitable seller. 


Send for booklet which shows full line. 


Champion Clothes Dryer Co., Inc. 
Yard Worcester Mass. 
Dryer 






New York Distributor 
H. Kornahrens, Inc. 





DIRECT MAIL 


Addressing 
and Mailing Service 


Our Names and Addresses of Hardware Retailers Are 
Up-to-Date. 
Do Not Contain Dead Names—Have No Duplications. 
Include All New Names. 
Bring Maximum Success to Your Direct Mail Campaigns. 


o 
— 








Our Mailing Operations Are 
‘EFFECTIVE: ECONOMICAL* PROMPTLY EXECUTED 
Prices Reasonable. Write for Details. 


HARDWARE AGE ADDRESSING DEPT. 
239 W. 39TH ST., NEW YORK, N. Y. 











Domes of Silence 
for Metal Beds 


(Rubber Cushioned ) 


Quickly inserted in bed posts. Spring 
tension prevents DOME slipping out. 
Cushions shocks and jars. Permits 
easy, noiseless moving of bed. Will 
not injure floors or rugs. In great 
demand. 3 sizes: 1.9”, 1” and %”. 
In sets of 4 to retail profitably at 60 
cts., 45 cts. and 40 cts. per set. Bulk 


We protect the packing—12 sets to a carton. 
Hardware ob- 


ber and _Inde- - * 
aeuk Ger. Domes of Silence, Inc. 


chant 35 Pearl Street, New York City 



























IRON FENCES 


and entrance gates 
CHAIN LINK WIRE 
fences and gates 
SETTEES AND 
outdoor furniture 
IRON RAILINGS 
for stairs, porches, etc. 


Write for dealer 
proposition 


There is 
ALWAYS 
A MARKET 

for 
STEWART 
PRODUCTS 









The STEWART IRON 
WORKS CO., Inc. 
918 Stewart Block 
CINCINNATI, OHIO 
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SAVAGE ARMS 


TO CASH IN 


Moderately priced .22 caliber repeating 


rifles are selling in excellent volume. 


The rifle you want is the one that will attract 
the largest possible volume of sales in this 


growing market. 
We have that rifle for you. 


You'll agree—the moment you see this new 


Savage Model 4. 


Here is a repeater that is a beauty! Its gen- 
uine American Walnut stock is handsomely 
finished, with checkered full pistol grip, 
fluted comb, and finger grooved forearm. 
Bolt and trigger chromium plated. All 
metal parts polished. 24 inch barrel, 
crowned muzzle, tested for accuracy. Quick- 
ly detachable five-shot clip magazine. Gold 
bead front sight. Sporting rear sight with 


elevation adjustment. 


If you want to see buying action in your 


store this fall, be sure you have this rifle. 


Your wholesaler can supply you. 


VAGE 


CORPORATION ¢ UTICA, N.Y. 





SAVAGE ARMS CORPORATION 
Dept. L-3 Utiea, N.Y. 


Kindly send price sheet on Savage Model 4 Repeating Rifle. 
Name 
Firm Name 


Address 








EXTRA 


"RANGE 


EXTRA 


EXTRA 
" WALLOP, 


“HAND THEM THEIRS.. 


ie. “ene: 


RING UP YOURS 


HEY will come to you for these new Winchester Super 

Speed Shot Shells. Your hunters who want extra speed, 
extra range, extra wallop. Out to do things, they will be in the 
best buying mood for you. 


You want no better opportunity to show them extra equip- 
ment, make extra sales, ring up extra profits. They will gladly 
look at the right Winchester Shotguns to get the most out of 
the new shells. You can show them all sorts of hunting gear. 


This summer they are hearing a lot about the remarkable 
new Winchester Model 42 .410-bore Repeating Shotgun and 
its astonishing new 3-inch Winchester Repeater Super Speed 
Shell—admire and respect them. They have heard about new 
models in Winchester Rifles. Winchester improvements are 
on every tongue among the shooters. Nine out of ten are inter- 
ested in longer reaching shot shells and what Winchester has 
accomplished. And Winchester advertising in their favorite 
magazines will spur them to head for your store for some new 
Winchester Super Speeds. ' 


Be ready when the great days come, that put fire in the 
hunters’ blood and start them coming to buy. Order Win- 
chester Super Speed Shot Shells. Get them in. Display them 
in their attractive, handier new cartons. Talk them up—for 
the build-up influence around town. There is going to be a lot 
of call for these new heavy hitters, and the stores that invite 
it will get the most out of it. 


WINCHESTER REPEATING ARMS CO. 
NEW HAVEN CONN.., U.S. A. 


WINCHESTER 


SUPER SPEED SHELLS 


These powerful new, improved long range shot 
shells are made in two grades, Leader Super Speed 
Lacquered and Repeater Super Speed. Distin- 
guished for exceptionally controlled shot string. 
For ’way up, high-passing and big-flight ducks 
and geese. For pheasants that marathon to beyond 
ordinary range before they cackle awing. For long- 
range hares, turkeys, coyotes, foxes. In Repeater 
only, in buckshot and single ball loads, 

for deer, bears, wild hogs. Progressive 
burning powder. Staynless priming. 

Patented Seal-Tite*x composition wads. 

BB and chilled shot. Each shell con- 
spicuously identified as Super Speed. 


* Winchester use licensed under patents. 


NEW 3-Inch .410 


This is the much-talked-of new Winchester 
Repeater Super Speed 410-gauge shell that has 
created a sensation. Doubles ordinary 410-gauge 
performance. Has double the usual shot charge. 
Double action powder. Staynless priming. An 
effective small game load at average hunting 
ranges. Popular for hand-trap sport and practice, 
and for skeet. 


WINCHESTER 


TRADE MARK 


SUPER SPEED 


SHOT SHELLS 


HARDWARE AGE 











